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Rough Proofs 


Looks as if the manpower short- 
age on the home front may have to 
solved with woman power. The 
hand that rocks the cradle may also 
nut the V in Victory gardens. 
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Seymour Bayer says the Celanese 
Corporation spent $1,000,000 to pro- 
note the president’s wife via radio. 
And even a dissenting stockholder 
nay hope the Crossley and Hooper 
ratings showed the company got its 
money's worth. 


.- ¢ 


Retailers pulled out of the New 
york Times as a protest against a 
rate increase, and they forgot to say, 
“This is going to hurt us more than 
it does you.” 

vy 


Informative Tags 
Gain Momentum in 


Public Interest 


Pacific Mills Ad 
Campaigns Geared 
to Back Factags 


New York, March 17.—Growing 
consumer and manufacturer interest 
in informative labeling has been 
demonstrated by Pacific Mills’ dis- 
tribution of more than 15% million 
“Factags” to manufacturers during 
1942, compared with 6 million the 
previous year, Bartow H. Under- 
hill, advertising manager, told Ap- 
VERTISING AGE today. 

The company label, which is at- 


tached to garments made of Pacific 
Factag fabrics, gives washing in- 


ator for Briggs tobacco had the 
same idea at the same time—show- 


bens fastness and instructions for 


proper care, approved by the Na- 


ng a barber running a deep furrow | tional Bureau of Standards. 


through a lad’s hair while looking at 


“Factags” are also issued to re- 


the comics. Do these artists all be-| tajjers who sell goods by the yard, 


long to the same club? 
~~ 9 


The Agate Club is listing thirteen 
members who are now in the armed 
forces. That’s likely to prove a very 
unlucky number for Schicklgruber 
und Gesellschaft. 
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Ted Marvin, of Hercules Powder, 
nominated as the industrial adver- 
tising man of the year, has just won 
the Chicago business paper advertis- 
ing competition. That ought to make 
t unanimous. 
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If it takes an incurable optimist to 
make the ideal promotion man, Hill- 
an Periodicals put the right man 
i the right job when they hired 
Kenneth H. Joy. 
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“The straining that goes on for 
originality in layout,” says the Diary 
f an Ad Man,” is mostly hocus- 
pocus.”’ 

There’s treason in camp, mates. 
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After having added a few new 
narkets, Pro-Ten, a meat extender, 
ery logically announces that it has 
decided to extend its advertising. 
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Helbros Watch Company is going 
‘o pay $2,500 in war bonds for the 
ght answer to the question, “When 
will this war end?” Even W. M. 
Aipliinger would be willing to pay 
ore than that. 


a 


Now that March 15 has come and 
gone, you can settle down to hard 
vor. so that you will be able to face 
‘ne ‘atal day of June 15 with some 
legree of equanimity. 
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» real experts in Washington 
‘efu.e to worry about the possibility 
! « fourth term. They’re now dis- 
uss ng the question of limiting to 
erms the presidency of the fed- 
yn of the world. 


we 


the 4 A’s suggests that advertis- 
space be rationed only after all 
r methods of saving paper have 


hd 
) 


% 1 applied. They might even be) 


\ ing to forego those complimen- 

‘aly copies to the president’s wife 

“nu the sales manager’s daughter- 
n- law, 


Copy Cus. 


with a note to wrap them with 
each dress length. 


Expands Campaign 


| Pacific Mills has launched an in- 
creased consumer advertising cam- 
|paign to answer the demand for 
more information about the goods 
they buy, because of wartime sub- 
\stitutions and introduction of new 
| products, said Mr. Underhill. 

| Initial insertion calls for black 
‘and white, full pages in March 
| issues of Harper’s Bazar, 
| Journal and Farmer’s Wife, Glam- 
‘our, Mademoiselle and McCall’s, and 


April issues of Charm, Good House- | 


| keeping, Parents’ Magazine, Vogue, 
jand Woman’s Home Companion. 

| Headlined “Thorobred ... or Just 
| Plain Dawg,” the advertisement pic- 
tures a sleepy-eyed canine curled 
up in his bed, while copy explains 
and outlines the pressing need for 
“Factags,” especially 
wartime emergency. 


Garments Are Listed 


A box lists garments carrying in- 
formative labels, including aprons, 
brunch coats, pinafores, street 
dresses, play suits, smocks, sun 
suits, nightgowns, negligees, slips, 


shirts, slacks and ensembles. 

Subsequent advertisements will 
be in full color and take full pages 
in a slightly reduced list of maga- 
zines. 

An educational book entitled “The 
Magic of Fabric” is also being dis- 
tributed to the teen-age group, 
more than 1,800 domestic science 


chure for some 75,000 pupils within 
a few weeks. 


ing artful tricks to young girls to 


is being released to high school stu- 
dents through sewing teachers. The 
| booklet plays up the advantage of 
clever fabric selection in achieving 
almost supernatural feats in mini- 
(Continued on Page 38) 
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No more cans of Chili Con Carne with beans, but 
b 
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ee COPY | 
| NOW! MAKE 


OSS / COLLEGE INN 
sf “CHILI” AT 


College Inn Food Products Co., Chicago, 

is testing copy for a packaged Chile 

dinner to replace its former canned chile 

con carne. Meat is added to the new 

product. The test is limited to Chicago 

area newspapers for the present. Weiss 
& Geller handles the account. 


Finds Advertising 
Inseparable from 
Free Economy 


Michigan Dean Says 
Economists Neglected 
in Warne Petition 


|Prof. Colston Warne neglected to 
circularize either business, eco- 
nomics, or marketing teachers gen- 
jerally when drumming up his list 


of “200 professors” who sought 
government action to cut down 
wartime advertising, Dean C. E. 


Griffin of the University of Michi- 
gan’s school of business administra- 


during the/|tion, contended this week. 


| Dean Griffin, frankly disturbed 
because advertising papers have 
|tended to identify the Warne peti- 
tion with all university professors, 
|said that the views expressed by 


skirts, uniforms, slacks, hooverettes, | the Consumers Union president and 


his collaborators were not neces- 
representative of educators 
generally. 

Principal weakness of the Warne 


| 


_tising Federation of America, is the 
(Continued on Page 33) 


Air Line Insists 
on $120,000 Ad 
Fund During 1943 


Files Answer with 
CAB in Fight Over 
Advertising Promotion 


Washington, D. C., March 18.— 
The fate of the advertising appro- 
priation of Chicago & Southern Air 
Lines remained in doubt this week, 
with the Civil Aeronautics Board 
yet to set a date for oral argument 
of the case. 

In a brief filed in answer to the 
“show-cause” order (AA, March 1), 
C&S moved for setting aside the 
board’s decision, basing its motion 


largely upon two contentions: 

| First, that the portion of its in- 
come received from the Army had 
been reduced in a new contract 
|signed in January of this year, and 
|that further reductions in alloca- 
itions for overhead were thought 
| likely. 

| Second, that the CAB’s selection 
of the month of October as a typical 
| month of express pound-miles oper- 


| pany 


Harvester Points Up Vital 
Role of Small Businesses 


Advertisement Pays 
Tribute to Suppliers 
in Filling War Jobs 


Chicago, March 18.—The idea 
that big business has cornered all 
the war orders and is preventing 
smaller manufacturers from partici- 
pating in war _ production was 
analyzed and answered through 
public relations copy of the Inter- 
national Harvester Company which 
appeared in a list of metropolitan 
newspapers and financial journals 
yesterday and is scheduled for pub- 
lication by leading business maga- 
zines. 

The company’s analysis of its 
own operations, headed, “20,001 
businesses,” is signed by Fowler 
McCormick, president of the com- 
whose signature appears 


|infrequently in company advertis- 


ing. The fact that he signed the 
copy was taken to mean that he not 
only regarded the message as im- 
portani, but he felt strongly enough 
about it to want to sponsor it per- 
sonally. 

Because of agitation for addi- 
tional legislation to insure a better 
break for small business in the war 
program, as well as editorial criti- 
cisms directed to big business for 
having taken the lion’s share of war 
production, it is believed that other 
large companies will probably fol- 


¢ ; | low the example of International 
|ated was inaccurate, since C&S car-| Harvester in explaining the impor- 


Ann Arbor, Mich., March 18.—|Ti¢d during that month 5,998,408 | tance of their suppliers in assisting 


/miles more than the average of five | them to execute major contracts for 
months of June-October, 1942, and | war products. 


6,278,429 more than the average of 
ithe two months following October. 
'So the selection of October, on 
which the tentative rate is based, 
results in erroneous estimates, the 
company contends. 


Amount Held Inaccurate 


The airline declared that the 
| board’s decision that $40,000 is an 
adequate promotional amount is 
inaccurate. 

Chicago & Southern sets at $120,- 
/000 the amount which it must spend 
'on advertising and promotion to 
retain its competitive position with 
other airlines. 
| In a special exhibit, the airline 


house coats, pajamas, men’s shirts, letter, Dean Griffin suggested, in an | offered statistical testimony to sup- 
shorts and pajamas, and men’s sport | analysis prepared for the Adver-| port its claim that three times the 


j}amount allotted by CAB is neces- 
(Continued on Page 36) 


Last Minute News Flashes 


NIAA Regional Meets Replace Full Conference 


| Chicago, March 19.—The board of directors of the National Industrial 
teachers having requested the bro- Advertisers Association, by mail ballot, has decided to abandon its cus- 
tomary national conference this year because of the war emergency. 
| Instead, a series of one-day regional conferences are being organized in 
“The Magic of Fabric,” suggest- | key cities, including Philadelphia April 8, and New York May 7. 


make the most of what they have,| Anacin to Broadcast ‘E’ Award on Nets 


New York, March 19.—Anacin Mfg. Company will take four coast-to- 
coast network programs to salute its employes who will receive the Army- 


Navy “E” award on March 24 for production of drugs vitally needed by 
| the armed forces. Blackett-Sample- 


Hummert is the agency. 


A. S. Beck Expands Campaign for Spring 
New York, March 19.—A. S. Beck, 


operator of 112 shoe stores, has taken 


the largest space it has used in recent years to open its spring drive in 61 


Sunday publications. Insertions 


28 stressing results of a survey of shoe 
32 & Fenton is the agency. 


| located in Chicago. 


12 | newspapers using half-page and 800-line advertisements in daily and 
center around 


a new 
brands worn on Fifth Ave. Pettingell 


ae 28 
iis ..:....... 2, Borg-Warner Names JWT as Agency 
Farm Paper Linage..... 24 Chicago, March 19.—Borg-Warner Corporation today appointed J. 


. 34| Walter Thompson Company as its advertising counsel for the central office, 


'WJSV Switches Call Letters to WTOP 

| Washington, D. C., March 19.—Station WJSV, CBS Washington outlet, 
35 | will change its call letters to WTOP, effective April 4. The Federal Com- 

{| munications Commission has granted its permission. The change will give 

22 | the station an “identifiable” name. 


copy theme 


“Typically American” 


“International Harvester 
pany is a big business,” the adver- 
tisement says. “But it began in a 
one-room farm blacksmith shop, 112 
years ago. Thousands of other 
American enterprises, from equally 
humble beginnings, have grown to 
national scope. That kind of growth 
has been typically American. We 
hope it will always be so. 

“Our company did not become a 
big business without receiving help 
from others and giving help to 
others. No American business does. 
For our American business system 
is like a town. A householder who 
earns his living by selling clothing 
will buy his groceries from one 
neighbor, his shoes from another, 
his coal from still another, his in- 
surance and his newspapers from 
others. So any business depends 
upon many other businesses for 


Com- 


|things which it needs, but cannot 


or does not make itself. 

“Every business, like every 
householder, operates both as a 
buyer and a seller. 


Help Is Essential 


“There is no business so big that 
it can operate without the help of 
other businesses. Indeed, the larger 
the business, the more help it re- 
quires from others and the more 
help others receive from it. 

“International Harvester buys an 
almost infinite number of things 
from thousands of other companies, 
the vast majority of which are small 
businesses. We buy raw materials, 
supplies, finished and semi-finished 
parts and sub-assemblies, as well as 
services of all kinds. These compa- 


|/nies which sell to us, in order to 


fill our orders, buy in turn from 
many others. 

“Checking up, we have found that 
in the year before our country 
entered the war, we bought from 
more than 10,000 different busi- 
nesses, most of them small. Our 
purchases during that year of 1941 
amounted to just under $200,000,000. 

“During 1942, after we had 
entered on war production, we 
added almost 1,000 new companies 


‘to the list of those from whom we 
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ADVERTISING AGE 


buy. During 1943 we will add| 
more. . . 

“Our war orders, in other words, 
have not excluded little business 
from war work, but have very defi- 
nitely brought more little busi-| 
nesses into war work.” 


Figures in Distribution 


The company goes on to empha- 
size that its relations with small 
business are not only on the buying 
side but in the distribution of its 
civilian products to farmers, motor 
truck operators, construction com- 
panies and other users through 
10,000 independent merchants. 

“Just as we have tried to assist, 
where necessary, the smaller manu- 
facturers who are associated with 
us in production,” the company con- 
tinues, “so, too, we have tried to 
help our dealers maintain their 
position during the war, despite 
shortages of new machines to sell. 
We have helped them arrange their 
activities so that they may be able 
to operate successfully on the basis 
of selling service and repair parts. 
We have procured and trained serv- 
ice mechanics for dealers to replace 
those who have entered the armed 
services. We have halted the sale 
of new farm machines through the 
company’s relatively few retail out- 
lets, and distributed that business 
among adjacent dealers so that they 
might have the maximum possible 
volume of sales. 


“To sum up, we are a customer 


March 22 1943 


of more than 10,000 different busi- 
nesses, and we market our products 
through more than 10,000 other 
businesses.” 

In explaining why large com- 
panies have been given the bulk 


/of war contracts, the advertisement 


says, “Our company has _ been 
assigned the _ responsibility for 
handling many large war orders 
of a type which must be handled 
by a large company in order to 
obtain the speedy production essen- 
tial to the war program. Only a 
large company can handle orders 
of this kind and size—only a com- 
pany with a large organization, 
experienced, versatile, accustomed 
to coordinating the facilities and 
abilities of many companies and 
able to direct this united effort for 
the production of new war prod- 
ucts as rapidly as possible. 

“We have done our utmost to 
bring the maximum number of 
smaller companies into the filling of 
those orders. We need their help, 
they need ours. Through coopera- 
tion between us, war production is 
speeded up... 

“We want little business to sur- 
vive the war. We recognize an 
obligation to do our share to see 
that it does. We know full well 
that big business can’t survive with- 
out little business. The same eco- 
nomic forces that would strangle 
the one would in time kill the 
other.” 

This policy advertisement is in 


line with the company’s plan of 
publishing copy of a public rela- 
tions character whenever it has a 
message which it believes should be 
disseminated to the general public 
and to business. It appeared yes- 
terday in the following newspapers: 


List Newspapers 


Chicago Herald-American, Jour- 
nal of Commerce, News, Sun, Times 
and Tribune, Detroit Free Press, 
Indianapolis News, Star and Times, 
Cleveland Plain Dealer, Cincinnati 
Enquirer, St. Louis Globe-Democrat, 
Buffalo News, Pittsburgh Post-Ga- 
zette, Washington Post, Star and 
Times - Herald, Dayton Journal - 
Herald, New York Journal of Com- 
merce, Wall Street Journal and 
Boston News Bureau. 

In addition it will also be pub- 
lished in Business Week, Forbes, 
Nation’s Business and United States 
News. 

Aubrey, Moore & Wallace, Chi- 
cago, is the agency. 


Williams Elected 


Howard Williams of Erwin, 
Wasey & Co., San Francisco, has 
been elected chairman of the board 
of governors of the northern Cali- 
fornia chapter of the American 
Association of Advertising Agencies. 
Other officers elected are: Ray Ran- 
dall, Buchanan & Co., vice-chair- 
man; and W.H. Wilde, The McCarty 
Company, secretary-treasurer. 


READER-STAYING POWER 


IN AMERICA'S HIGH PRIORITY METAL INDUSTRIES 


TEAMWORK IN MEETING WAR ORDERS 


ey 


ATIONAL HARVESTER COMPANY is a big business. 

But i began in a one-room farm blacksmith shop, | 12 years 
ago. Thousands of other American enterprises, from equally 
humble beginnings, have grown to national scope. That kind of 
growth has been typically American. We hope it will always be so. 

Our company did not become a big business without receiving 
help from others and giving help w others. No American business 
does. For our American business system is like a town. A householder 
who earas his living by selling clothing will buy his groceries from 
one neighbor, his shoes from another, his coal from still another, his 
insurance and his newspapers from others. So any business depends 
upon many other businesses for things which it needs, but cannot 
or does not make itself. 

Every business, like every householder, operates both as a buyer 
and as a seller. 
None Can Stand Alone 
There is no business so big that it can operate without the help of 
other businesses. Indeed, the larger the business the more help it 
requires from others and the more help others receive from it. 

International Harvester buys an almost infinite number of things 
from thousands of other companies, the yas mmjority of which are 
small businesses. We buy raw materials. supplies, finished and semi- 
finished parts and sub-assemblies, as wc!! a5 services of all kinds. 
‘These companies which sel! to us, in order to fill our orders, buy in 
turn from many others. 

Checking wp, we have found that in the year before our country 
entered the war, we bought from more than 10,000 different busi- 
nesses, most of them small. Our purchases during that year of 1941 
amounted to just under $200,000,000. 

During 1942, after we bad entered on war production, we added 
almost 1000 wew componies to the list of those from whom we buy. 
During 1943 we will add more, 


Teamwork of Infinite Variety 

‘These businesses from which we buy are in every state of the Union. 
Some have been operating for a long time, others came into being to 
produce special products needed for the war. To help them help us 
get out more war production and get it out faster, we have given 
many of them engineering and manufacturing assistance, have 
helped some to enlarge their facilities. 

Our war orders, in other words, have not excluded little busi- 
ness from war work, but bave very definitely brought more little 
businesses into war work 


motor tuck operators, construction companies and other users. 
There are 10,000 independent merchants «ho comprise this group 
handling our products. 


20.001 BUSINESSES 


Ner do cus seh hips with small bs end with dene business are all functioning, each at the job it can do bes. 
who sell us things for our production. The civilian products we America, after the war, will need them all. 
manufacture are sold by our dealers in the United States, to farmers, 


INTERNATIONAL HARVESTER 


Just as we have tried to assist, where necessary, the smaller manuf, 
turers who are associated with us in production, so, too, we have «: 
to help our dealers maintain their position during the war, dev :. 
shortages of mew machines to sell. We have helped them arrs.,.. 
their activities so that they may be able to operate success{y!) 
the basis of selling service and service parts. We have procured sn.) 
trained service mechanics for dealers, to replace those who ),. . 
entered the armed services. We have halted the sale of new « . 
machines through our company's relatively few retail ourle. . 
distributed that business among adjacent dealers so that they m9): 
bave the maximum possiblé volume of sales. 

‘To sum up, we are « customer of more than 10,000 4\/...., 
businesses, and we market our products through more than {0 (oo 
other businesses. 

Thus, in our operation on # national scale, 20,000 businesses 
look to us either as customers or as suppliers of merchandise 

‘We mention these facts about the relationship between our com. 
Pany and 20,000 smaller businesses because it has been said by som. 
that big business has tried to take advantage of the war to driv. 
little businesses out of existence. We believe the facts prove tha: 
the contrary is true. 

A CENTER for Responsibility 
Our company has been assigned the responsibility for handling 
many large war orders of a type which must be handled by « large 
company in order to obtain the speed) production essential w the 
war program. Only a large company can handle orders of this kind 
and size—only 2 company with a large organization, experienced, 
versatile, accustomed to coordinating the facilities and abilities of 
many companies and able to direct this united effort for the pro- 
duction of new war products as rapidly as possible. 

‘We have done our stmost to bring the maximum number of 
smaller companies into the filling of those orders. We need their 
help, they nced ours. Through cooperation between us, war pro- 
duction is speeded up. 

Having long adhered to « policy in support of small busioes, 
Harvester restates that policy in the light of present conditions: 

‘We want little business to survive the war We recognize 1» 
obligation to do our share to see that it does. We hwow full well thas 
big business can't survive without little business. The same economi 
forces that would strangle the one, would, in time, kill the other. 

We know that America’s economy cannot be healthy, cannot 
provide employment for workers or good products at low prices 
for customers, unless small business, medium-sized business and big 


INTERNATIONAL HARVESTER COMPANY, CHICAGO, ILLINOIS 


International Harvester Co. emphasizes the importance of small manufacturers in 
the war picture in this copy which ran in newspapers and financial papers last 
week, and which will appear in business magazines. 


Alcoa Stresses 
Postwar Uses in 
Special Campaign 


Pittsburgh, March 17.—Directing 


Gets New Account 

Kenyon Instrument Company, 
Huntington, L. I, has appointed 
Albert Frank-Guenther Law, New 
York, to handle its advertising. 


its message to a more sophisticated, 
realistic-thinking audience, Alumi- 
‘num Company of America has 
scheduled a special campaign in The 


| 
New Yorker, including a series of | 
‘four spreads in two colors. The) 
‘first appeared in the March 13 issue | 


/and the others will be carried at in- | 


'tervals about two months apart. 


For Business today and tomorrow your best buy is wsiass:, Sis ine Sie." saver! 


tisements, written in the individual 


|style of The New Yorker, will point 

|out the fundamental characteristics 

,of aluminum and project some pro- 

| vocative lines of thought about how 

jaluminum can be made to work for 

. the new users in the postwar period. 

And how they read it! 99% read | The initial copy talks about a 
METAL PROGRESS regularly, 70°, study 
it an average of one hour or more, 82°/, 
keep it for reference, and 25°, pass it 
around to an average of five readers. 64°/, 
say it is their No. | Magazine (next maga- 

zine received vote of only 9%,). 


* 
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In cost=per-response, 
KGO HOME FORUM 
HAS OUT=PULLED 


Over the years of great develop- 


contest that will NOT be held be- 
cause it might slow the war effort. 
However, the advertisement adds: 

“Better start deciding right now 
where you want aluminum to go to 
work for you postwar and do a 
better job for less money. In other 
words, better run your own ‘Uses 
of Aluminum Metals and Skills’ 
contest. Run it on your own terms, 
on a purely selfish basis. Here’s 
how: (1) Read and observe every 
job aluminum is tackling, old and 
new. (2) Then apply it to your 
own life. (3) Then say: ‘I want 
aluminum to do so-and-so for me.’ 
Never mind how wild the task is, 
for aluminum can do wild things. 
Make talk about it. Write about 
it. Stir things up. Do this now, 
and later on, when the mass of your 
infinite and persnickety demand 
meets Alcoa’s unlimited postwar 
supply, you'll get your reward. It 
will be a fat reward in the work 
aluminum will do for you better, 
for less.” 

Fuller & Smith & Ross, Cleveland, 
is the agency. 


dustries, 


ment in the metal engineering in- 
METAL PROGRESS has 
; stayed with—and grown with—this big 
re multi-billion dollar market. 


| 
> ad ALL SAN FRANCISCO 


STATIONS ... year after 


year, in practically 


Latest renewal figures stand at 84.34%. 
Year after year, as METAL PROGRESS led 
the parade of circulation growth from a few 
thousand to a total March distribution of 
17,500, more than 8 out of 10 metal engi- 
neers have consistently continued their 


METAL PROGRESS readership. 


: every competitive test. 
If you want a consistent and continuous 


This participation show 
featuring Ann Holden 
averages up to 1200 


sales contact with the metal engineering 
audience, call on 


: an.04 | 
aed 
vor 
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METALPROGRESS 


PUBLISHED BY AMERICAN SOCIETY FOR METALS Th ; lls f 66% red 
e€ pian calis for a © reauc- 
7301 EUCLID AVENUE, CLEVELAND, OHIO ‘tion in the number of weights, 
Ferrous and Non-Ferrous Metals—Their Melting, Casting and Production grades and sizes of print paper. The 
Treatment @ Machining @ Testing @ Control @ Cleaning | Committee estimated that 8 to 10% 
Finishing @ Welding @ Fabrication @ Engineering @ Application | of paper supplies could be saved by 
|adoption of the recommendations. 


the one publica- ' 
tion that can do 
this big job for 
er: you. 

Quotinga Finishing Equipment _ 
Executive— ee ae 
"It might st you to know that 

Metal Progress showed up as having been | 

productive of the largest number of in- 
quiries,” wrote this executive. He learned, 

as others have, that Metal Progress deliv- 
ers the interested attention of the metal 
_ engineer. Cleaning and finishing is vitally 

important tothisman = 9 


letters a month. 


Ask your Blue Spot 


representative or write 
direct for details. 


e * . 
* 
SAN FRANCISCO - OAKLAND 
et 
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Printers’ Group Urges 
Paper Standardization 


A program of standardization to 
Save paper supplies was recom- 
mended to the War Production 
Board last week by a committee 
representing the United Typothetae 
of America. 


810 K.C. 7500 WATTS 
Blue Network Company, Inc- 
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... and It’s No Secret Now! 


= months ago, those who __It's no secret that the quickness with which we win the 
thought of "Business as Usual" were subjected to —_ war and the completeness with which we win the peace 
severe criticism, and rightfully so. At that time, the are largely dependent upon the strength and well- 
efforts of the Government, the W. P. B., other Federal —_ being of our industries, our civilian population and our 
Agencies and business men were concentrated on __ essential civilian services. 
converting all facilities to war purposes. Eighteen 
months ago, ‘Business as Usual" was set aside for the Institutions are of first importance in the mainte- 
duration. nance of civilian well-being through their mass feeding 
and mass housing functions. The institutional field is 
a chief supplier of essential civilian services. Institu- 
tions are a prime factor in the use of products, equip- 
ment and supplies produced by American industry. 


Today, those who think in terms of "War as Usual’ 


2 * 
3 + ~ Ef ~ . lf 
3 we 
a ge “s eee oS eS ee gS Ay. al aaa = ee a nee” 
ae Ree “Sera HR Pe eae BB oe ‘ % F 


are open to the same criticisms which were leveled 
eighteen months ago, at those who thought only in 
terms of "Business as Usual.'’ These criticisms will be 


increasingly apparent in the immediate future. 
This huge field, which represents an annual market 


It is no secret that our production program is meet- _— of 6!/4 billion dollars, is reached by INSTITUTIONS 
ing and, in many instances, is exceeding original | Magazine, the only publication which serves all related 
quotas. It's no secret that the American production _ factors in the institutional field. Complete details are 


2\ ‘ es 

machine is capable of producing certain war materials —_ available on request. Consult your advertising agency 
faster than they can be used. It's no secret that win- or write to INSTITUTIONS Magazine, 1900 Prairie 

{ ning the peace is just as important as winning the war. | Avenue, Chicago, Ill. 


Hit pe ——— on 


|| B uNoleM FLOORING: m Machinery » ert CAND 38 | 


reer YOUR "BIG ¢ CONSUMER” MARKET is made up of the 


: Quartermas 
Officers ; . . 
the as Sherceing GEN ote eS. ; following Big Consumers: Hotels ® Hospitals ® Schools ® Colleges ® Restaurants ® 


Maritime Commission @ Purchasing Engineers of _ 
Procurement Offices © Superintendents of Vet. Industrial Cafeterias © Homes and Asylums ® Y.M.C.A.'s and Y.W.C.A.'s ® Rail- 
way Systems ® Steamship Lines ® Public Buildings © and Other Institutions. These 


Big Consumers" make up the Mass Feeding and Mass Housing Field . . . they 
are reached by INSTITUTIONS Magazine. 


% 
— 
- bs 
P 
Sime 
| 2 
eee 


tae: Bee tia | Pee ee >, " 3 A a “A ae ibe 2 a J + * eis { 4 ay Mies Suet —s" “ tga a fee wee thy: i F a en ae ae Se a es CAE ae ee 2 AS geo 
gags ts ate : ‘ i , . Sia eee 
i . 
Se 
“hoe 
% ‘ 3 ee hae re ‘ ay : ; " e a : z ; ; % » es : aan a © 
" ; % a on 
. ‘ ‘ 4 = se 
a 4 : : 7 
' fi, | 
4 J ‘ aa 
: e Be : : 
sy ae ae 
‘ en Ber one, n : 7 2 a 3 F : ™ i : 
IN EIGHTEEN M TT to 
a P i - "s i s 
, ° taille 
cleo a 
i. : oo a 
—e : 
Oy Wie 
n 2 3 
t ty ; 
— Ph ss 
i : 
i ‘: 
ny, i rs : : 
ted i, : 
ew 5 ? 
| | ee ’ % ; . ee 
as ia 
¢ 4 A 3 ne ce 
5 f = 
, é, i - 
| —— : 
. Oe “ageless 
 aneeeae ge EE eal ‘ 
j ee - wet a ee % is 
Se ac wie ae —— —— —— E 
oe ae = a a 5 
; ee eer ns a % 7 
‘ occ 
i = = 
} — : 1 N Pp E ee 1-1) me %y 4 ; 
M A G AZ a — Cont a Covy oo iat 
; a ee. es a = “;, i) poe 
} con til a ewes é a 
ign Prairie ht : ¢ E 
; sea ae z bi Z ee 4 
TOL. 12, NO. 2, FEBRUARY, 2 ———— IONING 8 ee 4d i 
| RA os R < : 
———— 0 AS - s 
STRESS IMPORTANCE A F FOOD | i 
| = lems __| SESS STRIBUTION O | 
s » ARE OF DISTR if 
es = re ac poNPER CAR + ee % . 
FOR THE DUF pa 
» —in addition to ne cae 
i TIONS Magazine is . 
’ ise 
: = 
ee ee ee oe 
ee. ge eee ee ee ie 
“a SWAe Damen area Poe 
eA oe pes 
we - 
Re 
. a8 RD 
ae 
' = 
7.5 é ae - ae ‘ e neg +4 6 Lae ead r Beta K* i 5 o é co - 7 ee ty ae ee re eee a %.. fy a Sens i . ad soles ‘gis aay 
2 a # “~% me rie ante . bey 4 = a 


4 


ADVERTISING AGE 


pak’ 


March 22, 1943 


Treasury to Open 
Bond Campaign in 


Radio Barrage 


Full Range of 
Promotion Aids Used; 
Private Help Asked 


Washington, D. C., March 17.— 
The Treasury, its eyes focussed on 
the 13-billion dollar drive which it 
will get under way on April 12, this 
week prepared to roll out its promo- 
tional big guns to lay down a per- 


chairman of the Federal Communi- 
cations Commission, and Neville 
Miller, president of the National As- 
sociation of Broadcasters. 


Replace Other Appeals 


Six station-break announcements 
and one-minute spots have been in- 
cluded in the OWI package for the 
week of April 12, substituting for 
all other OWI announcements for 
that week. 

The Treasury Star Parade pro- 
grams will be heard six times a 
week for the weeks of April 12, 19 
and 26. Commercial copy for the 
programs is being prepared by 
Joseph Moran of Young & Rubicam. 
Special one-minute spots will be 
heard on the Treasury’s Saturday 
Night Bond Wagon program. 

There is a possibility that a one- 
hour program will be cleared 


minute dramatized spots to be used 
on OWI’s station announcements 
plan. 

The assistance of associations is 
being sought. The National As- 
sociation of Life Underwriters and 
the Chamber of Commerce of the 
United States have agreed to send 
suggested speech material to their 
member organizations, and Grant 
Taggart and Eric Johnson, respec- 
tively presidents of the two organ- 
izations, have agreed to speak on 
network programs during the cam- 
paign. z 

Publicity will be tied into the 
drive. Releases and news state- 
ments from prominent men have 
been prepared, and special pictures 
and cartoons are in process, as well 
as special material for farm papers. 

In the advertising division, daily 


plan, personal calls and notes on 
proofs stressing their importance 
will be used. 


Other Media Included 


Weeklies will get adaptations of 
the daily material, plus a farm box 
included in the copy. A 24-sheet 
poster has been prepared and ap- 
proved, and about 10,000 showings 
are scheduled. Posters have been 
prepared for the banks, and a three- 
sheet is expected through Criterion 
Advertising Service, with about 3,- 
000 showings. A new car card is 
ready, the Advertising Council has 
prepared a copy policy, national ad- 
vertisers are being approached by a 
letter, a copy policy, a fact sheet 
and a portfolio of the best adver- 
tisements previously devoted io 
Treasury themes. A basic pamphlet, 


—— 


NEW HOME AID 


NOW! For the First Time! 


INSTANT BANDAGES wit); 


SULFATHIAZO|{E 


BAUER & BLACK ANNOUNCES 


newspapers will be offered each|a sales manual and a flip-flop port- CURITY SULFA-thie-r0le HANDI-TAPE goon 708 5 
suasive barrage. through the networks, with all four | week for four weeks, two full-page | folio are ready, as is a letter to all to help prevent infection pisPin 
On the opening day of the drive,|networks cooperating in the event|advertisements, with a 1,000-line| Federal Reserve and War Savings ae 
every radio station in the country |that President Roosevelt can be se-|adaptation, and one 400-line ad,| field men, outlining newspaper 


will devote itself to selling bonds, 
along the lines of the personal sell- 
ing job done by Kate Smith some 
months ago. 

Telegrams to all radio stations 
from Elmer Davis, director of the 
Office of War Information, and from 
Secretary of the Treasury Henry 
Morgenthau have been prepared. A 
special NAB bulletin will carry 
statements by Sec. Morgenthau, 
Sen. Burton Wheeler, Rep. Clarence 
F. Lea, Mr. Davis, James L. Fly, 


cured for the program. 
Ask Additional Help 


Considerable cooperation is ex- 
pected from advertisers, with 
Standard Oil of New Jersey already 
promising a large portion of spot 
announcements on its Esso News 
Reporter broadcasts heard four 
times a day over 34 stations in the 
eastern area. Marschalk & Pratt, 
the agency handling the program, 
is also working on a series of one- 


with 200-line adaptation. Mats and 
proofs are being sent to all dailies, 
and proofs to the Treasury’s list of 
15,000 banks. To insure wide dis- 
tribution of this material, the aid of 
the following organizations is being 
enlisted: the Newspaper Advertis- 
ing Executives Association; Finan- 
cial Advertisers Association; all 
Western Newspaper Union branch 
managers; and leading newspaper 
representatives. Plans such as the 
St. Louis plan and the Cleveland 


schedules and suggested methods of 
supplementing national advertising. 

The drive is being shaped under 
the direction of William M. Rob- 
bins, vice-president of General 
Foods Corporation, and Stuart Pea- 
body, on loan from Borden Com- 
pany. Also active in the promotion 
are Vincent Callahan, director of 
radio, press and advertising; Mar- 
jorie Spriggs, chief of the radio sec- 
tion; Al Williamson, chief of the 
press section; Thomas Lane, chief 
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NO CRYSTAL BALL NECESSARY TO SEE THIS MARKET! 


Here are facts and figures for the perusal of American In- 


dustry: there are, in the twenty nations south of the Rio 


Grande, 125,000,000 people 


who live and buy and dream of 


possessing better things, even as you and your neighbors do. 


An increase of only $10.00 per capita per year would mean 


an increased purchasing power of more than a billion and a 


quarter dollars in this near-at-hand Western Hemisphere 


market! 


*BUSINESS PUBLISHERS INTERNATIONAL CORPORATION, 330 WEST 42nd STREET, NEW YORK CITY 


It doesn’t take a soothsayer to point out to Ameri- 


can Industry where a real future lies. 
message to the leading buyers in the drug, automotive, engi- 


neering, construction and industrial fields 


them about your product and 


pages of the *BPIC Specialized Export Publications . . . by 
hammering your story home to them NOW ... you can make 


a slice of that billion and a quarter dollars come your way! 


(Affiliated with McGraw-Hill Publishing Co., Inc. and Chilton Co., Inc.) 


Ei nericane 


By directing your 


. by telling 


your company through the 


FARMALEUTICO 


ORessines 


BAUER & BLACK + Division ot The Kendal Compony - Cringe 
Bauer & Black, Chicago, introduced a 
new bandage, containing one of the 
‘miracle’ sulfa drugs, to the public last 
week with 420-line copy in newspapers 
of leading markets throughout the coun- 
try. Magazines probably will be added 
to the schedule later, when distribution 
to druggists is completed. Henri, Hurst 
& McDonald handles the Curity account, 


of the advertising section; and John 
Delehanty, chief of art and produc- 
tion section. 

The Advertising Council, which 
had a major part in bringing to- 
gether the talents of the advertis- 
ing and merchandising world to aid 
in the bond drive (AA, March 15), 
has gathered together a task force 
of six agencies participating in the 
money-raising effort. 


Pepsi-Cola Soda 
Fountain Drive 
Moves Westward 


New York, March 18.—Pepsi-Col: 
Company has expanded its news- 
paper and spot radio drive to intro- 
duce Pepsi-Cola to fountains from 
the test states of Florida, Georgia, 
and the Carolinas, to northern and 
western markets. 

Advertisements, which are cur- 
rently running in Ohio, feature a 
special ten-ounce glass for five 
cents, with a syrup line on the glass 
for full measurement. 

Testing for the new service, ex- 
pected to expand nationally in 1943, 
began last year in Binghamton, 
Syracuse and Utica, followed by 
intensive state by state promotion. 

Newell-Emmett Company is the 
advertising agency. 


Foresman Elected V. P. 


Donald B. Foresman, account ex- 
ecutive, has been elected vice-presi- 
dent of Sheldon, Morse, Hutchins & 
Easton, advertising and _ publici') 
agent, New York. Before joining 
the company in 1941, Mr. Foresn 
was head of his own organizat! 
Foresman Associates. 


500,000 


OCK PHOT 
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WRITE FOR INFORMATION =~ 
“ABOUT OUR CATALOGUE 


KAUFMANN & FABRY CO. 


425 S. WABASH AVENUE 
‘ CHICAGO ir 


published monthly In Span- 
ish, circulates to the Latin 


American INDUSTRIAL 
L field. 


published monthly in Span- 
ish, circulates to the Latin 
American CONSTRUCTION 
field. 


ublished monthly in Eng- 
ish and circulating to the 
AUTOMOTIVE TRADE in 
Asia, Africa, Europe and 
Oceania. 


published monthly in Span- 
ish and circulating to the 
AUTOMOTIVE TRADE in 
Latin America. 


published monthly in Span- 
ish and circulating to the wa 
DRUG TRADE in Latin eee 
America. 
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The candles were lighted , . . 
and in their soft glow we see America 


Mrs. Rollins came through the kitchen door into the dining room 
and lighted the candles on the table. Net so long ago that was one 
of the maid’s duties. But now there wasn’t any maid; except for a 
cleaning woman who came twice a week. Mrs. Rollins did her own 
housework. 


Not that Mrs. Rollins minded lighting the candles. Oh, no! She 
loved to do it. . . Suddenly she did a rather odd thing. Mrs. Rollins 
should have been putting the dinner en the table, but instead she 
sat down. 


It was a stolen minute of reverie in the candlelight. 


* * * 


She thought of Eddie Jr... . He was flying for America. Flying 
where, who knew? But flying the freedom flag in his heart wher- 
ever he might be . . . For a fleeting moment the candles became 
something valiant, like tiny spears of fire. 


She thought of her other two boys .. . For a little while lenger 
they were hers. Their call was quite a way off . . . There was a 
mysterious solace in the gentle candle flame. 


She thought of her husband . . . Not so far back he had hardly a 
worry, aside from a little threatening bald spet at the crown of his 
head .. . Keeently Ed Rollins had resigned from one of his clubs. 
“Got to keep on buying more war bonds,” he said . . . In the can- 
dlelight she felt a wave of gratitude for the security and devotion 
he had given to her and the children. Then, as suddenly as she 
had sat down, Mrs. Rollins got up and went to the living-room door. 


“Ed,” she said, “‘please call the boys for dinner.” 
a Xe * 


It was what Mrs. Rollins called one of the family’s “plain nights.” 
A huge platter of beef stew, salad, dessert. A first course was 
omitted to save work and money. But the candles gave the simple 
occasion a tone, Mrs. Rollins thought. 


The beys were in the middle of an argument as they came to the 
table and kept it up after they were seated. 


Abruptly Ed Rollins knocked with the handle of his knife, then 
immediately bowed his head as he spoke:—‘Our Father, who art 
in heaven, we thank Thee for the provision bestowed upon our 
home this night. And we pray Thee to provide as bountifully for 
all those sons of the nation who now fight to defend us. Amen.” 


The boys looked at each other half awed and half astonished. Not 
since they were little fellers had their father said grace. Mrs. 
Rollins remembered the same thing, too— and also that she had 
left her handkerchief in her kitchen-apron pocket. Mrs. Rollins 
asked to be excused. 


When she returned her husband was serving ... And soon, around 
the table where the candles were lighted, there was laughter. 


* * * 


This brief glimpse into the Rollins’ home is dedicated to the mil- 
lions of families who have created the home-life of America under 
the blessings of freedom—and who now bless the nation by their 
uncomplaining sacrifice. 


America is fighting to preserve its home-way of life. Before you go to sleep tonight 
ask yourself this question: “Am 1 giving ENOUGH — am I doing ALL I can?” 


THE CHICAGO DAILY NEWS 


FOR 67 YEARS CHICAGO’S HOME NEWSPAPER 
ITS PLACE IN THE HOME IS ONE OF 
RESPECT AND TRUST 


\ILY NEWS PLAZA: 400 West Madison Street, CHICAGO 
ETROIT OFFICE: 7-218 General Motors Building 


eS Aus 
we > < 


NEW YORK OFFICE: 9 Rockefeller Plaza 
SAN FRANCISCO OFFICE: Hobart Building 
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Voluntary Saving 
in Distribution 
Urged by Oil Men 


Forced Consolidation 
of Facilities Seen 
of Little Benefit 


Chicago, March 18. — Voluntary 
action by petroleum marketers along 
practical lines will accomplish more 
in saving mileage, manpower and 
materials in distributing petroleum 
products than any forced consolida- 
tion of facilities by government 
edict, according to an exhaustive re- 
port released here this week by B. 
L. Majewski, vice-president of Deep 
Rock Oil Corporation. 

Mr. Majewski is chairman of the 
marketing committee for District 2, 
Petroleum Administration for War. 
The report was prepared by a sub- 
committee of the group which has 
been at work since last Nov. 2, mak- 
ing surveys and analyzing data. 
Conditions were studied in 19 coun- 
ties and the findings applied to the 
15 midwestern states in the district. 
These states have 40% of the pas- 
senger cars, 37% of the heavy trucks 
and buses and 66% of the tractors in 


the U. S., and use 40% of all gaso- 
line, according to the group. 

The committee considered rela- 
tive advantages of effecting savings 
in truck miles and man hours by 
improvement in efficiency within 
the marketers’ organizations or by 
joint operation of all companies. 
Among methods studied were:—in- 
creasing size of delivery at each 
stop; use of largest trucks and 
proper scheduling, routing and man- 
agement generally; inter-company 
use of terminals and bulk plants; 
exchange of trucks among suppliers; 
zoning (freezing of accounts) and 
delivery from nearest plants; in- 
stalling idle tanks to increase size 
of dumps; and arbitrary zoning and 
delivery to every customer with 
trucks of the nearest plant regard- 
less of source of supply, truck iden- 
tification, or other considerations. 


More Economies Seen 


The committee concluded that 
economic pressures of wartime had 
already brought about the most feas- 
ible economies, and that more would 
follow naturally if the conipanies 
were allowed to work in their own 
way. “Socialization of the distribu- 
tion facilities” was regarded by the 
group as too great a price to pay for 
relatively minor benefits possible 
through forcing joint use of facili- 
ties by government order. 

The survey revealed that 50% of 
the service stations are carrying on 
other business and that no manpower 
could be saved by halting their sale 


of petroleum products. The other 
50%, handling petroleum products 
exclusively, have already been hard 
hit by closings and loss of men to 
war industry and military service. 
These stations do 76% of the gaso- 
line business. Dealers are working 
in excess of 60 hours a week. Few 
are of age or fitness for military 
service, and all are needed to serv- 
ice and maintain essential motor 
transportation. 

Regarding consolidation of bulk 
plants and equipment, the survey 
indicated that some theoretical sav- 
ings could be made by joint use of 
facilities but in each case there was 
a catch. By increasing size of dumps 
per customer fewer trucks would be 
needed but no bulk stations would 
be closed. Zoning, or freezing of ac- 
counts and delivery out of nearest 
bulk plants, might release a consid- 
erable number of trucks and bulk 
plants, but most of both would be 
of small capacity and the adminis- 
tration of the combined system 
would require a bureaucracy that 
would offset any possible savings in 
manpower, the report said. 


Opposes Rural Zoning 


The committee recommended 
against zoning in rural areas and 
suggested instead that farmers be 
encouraged to take as large deliver- 
ies at a time as possible, improve- 
ment of ordinary operating effi- 
ciency, voluntary arrangements for 
intercompany use of bulk plants, 
and publication of farm routes of 


Tilote 3 Nu Rircther LIKE IT! 


This simple monogram of the letters “YD” is a poignant symbol to the people of 
New England for it is the emblem of the Yankee Division—their own group of fighting 
men—which won fame and glory on the battlefields of France in 1918. The Yankee 


Division took part in many important engagements, foremost among which were the 


Chemin-des-Dames action; the Marne counter-offensive; the attack which succeeded 


in pushing in the west side of the St. Mihiel salient; and the routing of the Germans in 


the Argonne. For their bravery, daring and devotion to duty, 239 members of this 


famous unit were honored with the Distinguished Service Cross. And today, the 


young men of New England are capably upholding the glorious traditions which their 


fathers in the Yankee Division established twenty-five years ago. 


* 


* * 


For more than eighteen years, the letters WTIC have been a symbol of service and 


integrity. That is why the people of Southern New England turn to WTIC when they 


desire entertainment or information of a high standard. That is why national adver- 


tisers have found it profitable to use WTIC to cover this lucrative market. And that is 


why we can proudly say 


There’s Nef Another LIKE IT! 


by WEED & COMPANY, New York, ' 
Chicago, Detroit, San Francisco and Hollywood _ 
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|to interpret fashion 


|in the women’ 


delivery. In urban areas it suggested 
increases in dump size, internal re- 
forms in operating efficiencies, and 
intercompany use of bulk plants 
where savings can certainly be ef- 
fected. 

Conditions vary greatly in metro- 
politan areas such as those of De- 
troit, Chicago, and the Twin Cities, 
the committee found. It recom- 
mended voluntary cooperation in 
use of facilities in Detroit, where it 
made a study, and that separate sur- 
veys be made of the other metro- 
politan areas. Similarly it was found 
that special surveys would be neces- 
sary to determine how economies 
can best be effected in marketing 
heating oils. Both surveys will be- 
gin at once. 

The study showed that many 
marketers are already utilizing 
trucks as efficiently as possible and 
that little improvement could be ex- 
pected by ordering interchange of 
trucks. 

The industry is organizing an im- 
mediate educational campaign to 
bring about voluntary cooperation 
to effect all possible savings in the 
distribution of its products. 


‘Auto-Lite Means 
Auto Life,’ Copy 
to Tell Motorists 


Toledo, O., March 18.—How the 
wartime motorist can stretch his gas 
ration to cover more miles is the 
theme of a national advertising 
campaign soon to be launched by 
Electric Auto-Lite Company. 

Full pages, in two colors, will be 
used in Collier’s, Newsweek, The 
Saturday Evening Post, Time and 
United States News. First of the 
series, which will include at least 
five advertisements, will appear 
March 30 in Collier’s and Time. 
Slightly modified copy is scheduled 
to run in 25 business papers. 

As more than half of the nation’s 
cars, trucks and buses are esti- 
mated to contain one or more Auto- 
Lite ignition units, and as these 
vehicles must be maintained at top 
operating efficiency, Auto-Lite feels 
that it has a continuing wartime 
responsibility in helping keep them 
on the road. 


Features “Life-Line” 


With the slogan “Auto-Lite Means 
Auto Life,” and referring to the 
ignition system as the “life-line’”’ of 
a car, copy will stress the care and 
attention owners now must give 
vehicles built and designed for 
peacetime driving. Illustrations 
throughout the series will feature 
an open hand, showing the “life- 
line” as a tie-in with the company’s 
emphasis on the ignition system as 
the life-line of the automobile. 

“Often little but important things 
can help stretch your ration to 
cover more miles,” the copy points 
out. “This is especially true of the 
small, but complex units, which 
make up the electrical system, your 
car’s life-line.” Speaking of the 
distributor, the first advertisement 
in the series continues: “weak, dirty, 
or pitted points, poor electrical con- 
nections or a weak condenser are a 
few pint-sized troubles which can 
waste gasoline by the barrel in 
America’s motor cars. Adjustment 
or replacement of a minor part may 
be all that is needed to restore ‘like- 
new’ performance.” 

Ruthrauff & Ryan, Detroit, is the 
agency. 


Women’s Wear’ Directs 
FM Spot to Consumers 

Women’s Wear Daily has con- 
tracted for a 15-minute weekly spot 
over FM Station W75NY, New York, 
industries to 
the consumer. 

Winifred Ovitte, fashion editor, 
will direct the program, devoted to 
| informing listeners on_ fashion 
trends and Washington regulations 
s wear field. 


—— 


THIRD REVOLUTION 
WE ANNOUNCE | 


“FLYING HORSEPOWER" 


Now _ in addition to the Famous Power Output from Air 
Houdry Catalytic Cracking Process — 25% Heavier Bom! 
Secony- Vacuum Announces a or 15% Wider Croix 
2nd and 3rd Revolutionary as much as 30% Grea 
Advance in Petroleum Chemistry of Aviation Base Siok 
ae ae 
Soon — for America’s Fighting The Present Octane 
Planes _ Amazing New Gasolines cannot measure the F \!) 
will permit as much as 35% Higher These Great New Super . 


Socony-Vacuum Oil Co. announces 4 

‘second and third revolution in petroleum 

chemistry’ in this large-space newspaper 

copy for its ‘Flying Horsepower’. The 

first ‘revolution’, the Houdry catalytic 

cracking process, and the two new proc. 
esses are described. 


Publishers Asked 
to Continue OCD 
Morale Campaign 


New York, March 17.—Magazine 
publishers were asked this week to 
continue full support of the Office 
of Civilian Defense through publi- 
cation of war morale advertisements 
into the summer months. 

James M. Landis, OCD director, 
wrote A. E. Winger, executive vice- 
president of the Crowell-Collier 
Publishing Company, that he had 
already been informed that many 
national magazines intended to go 
ahead with plans to carry the initial 
institutional series despite the ne- 
cessity of curtailing paper consump- 
tion. Terming this “really important 
good news,” Mr. Landis said com- 
ments already received on the first 
advertisement “indicate that it is 
beyond a doubt the most effective 
stimulant to civilian morale that has 
yet been produced.” 

The National Publishers Associa- 
tion, which requested nationwide 
cooperation in the project last De- 
cember, said 350 publications with a 
circulation of approximately 70,- 
000,000 had agreed to cooperate dur- 
ing February, March and April. The 
advertisements are being enlarged 
by the OCD for widespread poster 
use in defense plants, regional civil- 
ian defense offices, Red Cross units, 
etc. The campaign is sponsored by 
the country’s magazine publishers 
with the cooperation of the Adver- 
tising Council, Office of War Infor- 


mation, and OCD. Services have 
been donated by the Four A’s, 
photo-engravers, electrotypers and 


typographers. 


FCC's Clevenger 
Moves to N. W. Ayer 


Russell R. Clevenger, director of 
information for the Federal Com- 
munications Commission, has re- 
signed to join the New York public 
relations staff of N. W. Ayer & Son. 

Formerly a financial writer ‘or 
the New York Times, Mr. Clevenser 
served successively as vice-pres!- 
dent in charge of public relations 
for Albert Frank-Guenther Liv 
director of promotion for Broad: 
Music Inc., and special consul! 
for the Treasury Department. 


Hazard Appointed 


Hazard Advertising Corporat 
New York, has been appointec 
handle the advertising of Jacob 
& Co., New York, designer 
builder of aircraft engine tes! 
equipment. Ajircraft  publicat 
will be used. 


“Ask your 

| Agency 

| to ask the 

| COLONEL?’ 


WDBJ 


FOR SOUTHWEST VIRGINIA 
5000 watts day and night 


ROANOKE e CBS 


_ FREE & PETERS, INC.” 


Z Exclusive National Representatives 
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Owens-Corning 
Will Promote Its 
Lines Aggressively 


Toledo, March 17.—Owens-Cor- 
ing Fiberglas Corporation has 
a eped an ambitious advertising 


am for 1943, employing both 
rat ner and trade publications, to 


romote its line of Dust-Stop air 
filters electrical insulation and bat- 
tery mats. i ; 
Consumer advertising for the air 
used to cleanse air circulated 


fy domestic forced-warm-air heat- 
jng units, will emphasize the added 
necessity of operating furnaces at 
peak efficiency because of fuel 
shortages. Magazines on the list 


are American Home, Better Homes 
& Gardens, Life and The Saturday 
Evening Post. Copy also is sched- 
uled for business papers serving the 
commercial and industrial installa- 
tion fields, and for dealer publica- 


Howard Bede Joins 


Leo Burnett Company 
Howard H. Bede, for the past six 
years with the Curtis Publishing 
Company, has joined Leo Burnett 
Company, Chicago agency, as an 
account executive. 

While with Curtis, Mr. Bede 
served such accounts as General 
Mills, Minnesota Valley Canning 
Company, Edison General Electric, 
Crane Company, and International 
Cellucotton Products Company. Pre- 
viously he was one of the partners 
of a company publishing trade and 
technical publications covering the 
construction, industrial and mer- 
chandising fields. 


‘Sun’ Contest Launched 


The New York Sun has announced 
its sixth annual Father’s Day pro- 
motion contest, in which a $500 war 
bond will be awarded for the best 
series of five advertisements judged 
most suitable for use by the Sun to 


Dealer Editors 
Tackle Federal 
Check Forgeries 


New York, March 18.—Business 
papers in merchandising fields are 
joining with the Advertising Coun- 
cil to help the United States Secret 
Service fight the rising tide of thefts 
and forgeries of allotment checks 
addressed to families of men in the 
armed forces. 

The Treasury Department esti- 
mates that it will issue 160 million 
checks during this fiscal year, end- 
ing July 1, and more than 200 mil- 
lion checks next year. 

Successful in eliminating 96% of 
currency counterfeiting cases in re- 
cent years by educational campaigns 
to point up the alertness of retail 
storekeepers and clerks, the Secret 
Service is especially concerned be- 
cause retailers accept government 


for small retail purchases, particu- 
larly clothing, liquor and _ food, 
pocketing from $35 to $50 in cash. 
In every case the merchant, or his 
surety company, holds the bag. The 
Treasury charges the forged checks, 
when discovered, back through 
banking channels, to the store that 
cashed it. 

In editorial copy, contributed and 
sponsored advertisements, the mer- 
chandising papers will reveal case 
histories and repeat a simple for- 
mula for avoiding loss. 

Editors and Secret Service repre- 
sentatives pointed out that an un- 
usual goodwill opportunity exists 
for manufacturers to carry anti-for- 
gery messages in their dealer adver- 
tising copy. 


GF Elects Garner 


Robert L. Garner, who has been 
vice-president and treasurer of 
Guaranty Trust Company, New 
York, since 1929, has been elected 


CIO Union Makes 
New Wage Proposal 
Through the medium of full-page 


advertisements in newspapers of 
Washington, D. C., and six other 
major cities, the ClO-affiliated 


United Electrical, Radio & Machine 
Workers’ union last week addressed 
ito government leaders “A proposal 
‘on behalf of 450,000 war workers.” 
| The union offered to refrain from 
|demanding wage increases during 
coming months if government offi- 
cials, Congress and employers “real- 
|ly stabilibe our economy.” The pro- 
|posal calls for base rate increases 
|Aug. 15, however, if the national 
economy then is “in the same state 
of disorganization as now.” Ten ad- 
ditional dailies may carry the union 
suggestion. 


Exide Copy Scheduled 


Electric Storage Battery Company 
will tell the story of wartime uses 


promote Father’s Day, June 20. The| checks more readily than commer-| vice-president and treasurer of|of Exide batteries in a new series 
a tions : 1 t contest is open to all except em-|cial drafts. General Foods Corporation, Newj|in Philadelphia newspapers. The 
2um With an_ estimated replacement) pjoves of the Sun or other publica-| Rings of confidence men specialize | York, effective April 1. He succeeds | list may be expanded to other mar- 
per market of $6,500,000 this year, Copy | tions or advertising media. April 22|in robbing allotment checks from|the late Louis A. Zahrn, former|kets in the near future. Geare- 
The will stress the potential demand for | i, the closing date. mail boxes, using them as payment | treasurer. Marston handles the account. 
ytic Dust-Stop filters and will feature 
roc. the program of national advertising 


and sales helps. 
The program for Fiberglas elec- 
trical insulation will be aimed at 
reaching manufacturers and users 
of electrical equipment, and elec- 


trical engineers. Production has — ge oe ee a 
been expanded to meet Army and 2 | ' E. “ 
n Navy needs, and copy will suggest ; 
that industry use available supplies 
zine in the most critical applications. ‘ ‘ bn Peg 
K to The mat campaign will feature Se eee Se en gee ee na ea 
ffice the lengthened life contributed to BT | 
ibli- storage batteries by Fiberglas bat- 
ents tery retainer mats. Suppliers’ names 
will be included in copy to the 
tor, trade. 
a ——_—_—_ 
lier * _ _ 
nd [ Radio Listening 
any 
© & at Record Level 
> in March: Hooper 
tant New York, March 18.—A new 
om- high for March evening radio lis- 
first tening was established this year 
t is with a percentage of 35.1, a level 
tive never before attained in the eight- 
has year continuous record maintained 
; by C. E. Hooper, Inc. 
— Competing with Mme. Chiang 
_ Kai-Shek’s Madison Square Garden 
“1 address, Bob Hope relinquished his 
70.. top spot in the “First 15” for the 
a, second time since November. His 
The rating dropped from 37.4 in the last 
md Hooper report to 32.1. Fibber Mc- 
8 Gee and Molly moved into first 
vil- position. Red Skelton maintained 
sits the lead over all programs broad- 
by cast after 10:30 p. m., EWT. 
sae The “first 15” were Fibber McGee 
ane and Molly, Bob Hope, Charlie Mc- 
‘ol Carthy, Aldrich Family, Walter 
ave Winchell, Frank Morgan-Fanny 
A's Brice, Mr. District Attorney, Jack 
and Benny, Radio Theater, Rudy Vallee, 


Kay Kyser, Take It or Leave It, 
Abbott and Costello, Eddie Cantor 
and Bing Crosby. 


Starts New Series 
in Food Trade Papers 


National Equipment Company, 
New York, maker of confectionery 
and chocolate machinery, has sched- 
uled a series of institutional adver- 
Usements in business papers serving 
psi- the food products field. Direct mail 
ns also will be employed, and the se- 
ries will be printed in Spanish for 

ith American distribution. 

‘he opening advertisement em- 
Phasizes that American industry, 
although busy with war tasks, is 
Planning for the future when im- 
proved machinery and methods will 
be used. The services of National 
engineers are offered clients in plan- 
ning for their individual postwar 


ne 


is, 


~ Question: How does one assay the many, 

_ many such letters received by the National 

_ Broadcasting Company in appreciation 
of its programs of public service? 


_ Answer: As the pure gold of friendship. — 
Of value to this country at war. Of value A 
in creating cultural unity for a brighter — 

_ future. Of value, also, in establishing net-— 
_ work audiences for the 60 advertisers now — 
_ using NBC as their advertising medium. — 


lilinois Retailers Hit 
OPA Hosiery Order 
he Illinois Federation of Retail 
ciations, in an open letter to 
\ Administrator Prentiss Brown 
' week, attacked the new rayon 
ery price order scheduled to go 
o effect April 15. 
‘he order sets up retail classifi- 
ions, with different prices to be | 
d suppliers and to be charged 
nsumers for rayon hose. The 
i that the order 


ee 


eration claims 
uld work to the disadvantage of 
© small retailer, and that similar 
ice orders on other lines of mer- 
‘andise would eventually force 
/usands of merchants out of busi- 


SS 


These services are among the benefits 
of the American system of free radio... 


This is the NATIONAL BROADCASTING COMPANY 
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ADVERTISING’ AGE 


March 22, 1943 


Baby Clinic Appoints 

Goldman & Gross, Chicago, has 
been appointed advertising coun- 
selor to the Baby Development 
Clinic, Chicago. First advertising 
for the clinics, which will be con- 
ducted by a trained pediatric nurse 
in department stores throughout the 
country, will appear in the April 
Ladies’ Home Journal. 


Moves to Capital 


Effective April 1, the advertising 
and editorial offices of The Bedding 
Manufacturer will be located at 
1029 Vermont Ave., N. W., Wash- 
ington, D. C., with the circulation 
office remaining at 666 Lake Shore 
Dr., Chicago. 
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\Czar of Civilian 


Economy Is Goal 


of New Measure 


Maloney Bill Would 
Set Up Super-Agency 
with Sweeping Powers 


Washington, D. C., March 17.—A 
bill establishing a czar of civilian 
economy was introduced in the Sen- 
ate this week by Sen. Francis Malo- 
ney of Connecticut. 

Reflecting the widespread dissatis- 
faction with the present handling of 
civilian needs by the Office of Civil- 
ian Supply, the bill provides for a 
civilian supply administration head- 
ed by a $12,000-a-year admipistra- 
tor. 

The Office of Civilian Supply, as 
now set up under the War Produc- 
tion Board, has been empowered to 
do most of the things which the bill 
setting up a separate administration 
enumerates. But Joseph L. Weiner, 
director of OCS, has proved to be 
unpopular with Congress. 

The Maloney bill would make the 
civilian supply administrator re- 
sponsible to Economic Stabilization 


Director James Byrnes. He would 
be appointed by the President, sub- 
ject to Senate confirmation. 


Duties Outlined 


Under the Maloney bill, the ad- 
ministrator is directed to: (1) deter- 
mine quantities and types of goods 
and services necessary to the healthy 
and effective functioning of the 
civilian population; (2) determine 
the manpower and manufacturing 
facilities necessary to supply the es- 
sential quantities; (3 apply to the 
proper governmental bodies for the 
productive resources necessary; (4) 
determine the specific purposes for 
which the productive resources allo- 
cated to the administrator shall be 
used; (5) assist the civilian popula- 
tion, industries, trades and services 
in the making of adjustments ren- 
dered necessary by the war. 

In addition to these policy tasks, 
the administrator has the job of as- 
suring the consumer an equitable 
amount of goods and assisting in the 
adjustment of retail, wholesale and 
service operations to the amount of 
merchandise and manpower avail- 
able to them; likewise, he is directed 
to give smaller business concerns an 
economic transfusion by allotting 
them larger proportions of their pre- 
war civilian business than is granted 
bigger companies or companies more 
adaptable to war work. 

Of top of these duties, which by 
themselves would go far toward 
making him one of the most power- 


ful administrators in Washington, he 


AIRPLANES 
Consolidated B-24 Liberator 


Boeing B-17 Flying Fortress 
(sub-assemblies ) 


(assemblies) 
(assemblies) 
(assemblies) 
(assemblies) 
(assemblies) 
tion (assemblies) 


(assemblies) 


ENGINES 


power (complete) 


Pratt 
power (complete) 


Rolls-Royce Merlin 
plete) 


planes (complete) 


(complete) 


The 


New York: 1. A. KLEIN, Jne. 


(sub-assemblies and complete jobs) 


Martin B-26 Marauder medium bomber 
North American B-25 Mitchell medium bomber 
Republic P-47 Thunderbolt Army fighter 
Douglas A-20 Havoc light bomber 
Vought-Sikorsky F4U Navy fighter 


Vought-Sikorsky SO2U Navy scout-observa- 


Stinson L-5 Sentinel liaison planes (complete) 
Stinson Reliant navigation trainers (complete) 
Pratt & Whitney Double Wasp 2,000 horse- 
& Whitney Twin Wasp 1,250 horse- 
aircraft engines 
Wright Whirlwind for tanks and training 


Continental engines for tanks and trainers 


WEEKDAYS: 381,971 ° 


“Detroit Is Turning Out More 
Combat Munitions Than Any Other 
Industrial Area in the World” 


Office of War Information Report, February, 1943 


When Detroit was first described as the Arsenal of Democracy, the phrase was largely 
one of aspiration; today it wears this accolade by virtue of actual performance. Below 
are listed the names of some but not all of the products being produced at the rate of 
$1,000,000 worth hourly, that make Detroit a name feared in Berlin, Tokio, Rome. 


Important Contributions to Democracy’s Arsenal 


Ford V-8 engines for tanks (complete) 
General Motors Diesels for tanks and boats 


heavy bomber 
(complete) 


heavy bomber 
plete) 


(parts) 


TANKS 


M-4 medium tank, Gen. Sherman 
M-5 light tank, Honey 

M-7 tank destroyer, Priest 

M-10 tank destroyer 


Vultee Vengeance Navy dive bombers 


GUNS 


MISCELLANEOUS 
Gas masks 


(com- 


Air raid sirens 
Jeeps 


Trucks and half-tracs 


In this great arsenal, The Detroit News, with the greatest circulation in its 73-year 
history, reaches 63.8% of all city zone homes taking any newspaper regularly. 


Detroit News 


THE HOME NEWSPAPER 


Packard Marine engines for PT boats (com- 


Allison V-1710 aircraft engines (parts) 

Wright Cyclone 1,750-h.p. for planes (parts) 
Wright Cyclone 1,200-h.p. for planes (parts) 
Wright Duplex Cyclone 2,200-h.p. for planes 


20-mm Oerlikon anti-aircraft 
40-mm Bofors anti-aircraft 
90-mm anti-aircraft (parts) 


Airplane flight instruments 
Naval ship gyro compasses 
Anti-aircraft detectors 
Troop-carrying gliders 


SUNDAYS: 461,793 


Chicago: J. E. LUTZ 


| products. 
| tion was a specific inquiry into gov- 


| vilian 


would be empowered to determine 
the need for rationing goods and 
“when and where such rationing 
shall be instituted.” 

Further, he should conserve the 
productive resources available for 
civilian production and distribution 
“by reducing, eliminating or stand- 
ardizing non-essential uses of goods, 
services and productive resources, 
stimulating utilization of adequate 
substitutes for goods of limited sup- 
ply, and specifying simplified and 
standardized goods and services for 
the civilian population consistent 
with assurance of adequate con- 
sumer standards.” 

Passage of the bill would create a 
super-civilian agency topping the 
Office of Price Administration, some 
of the agencies in the sprawling War 
Production Board, and certain di- 
visions of the Department of Agri- 
culture, and would provide a funnel 
through which all acts relating to 
the civilian economy must pass, for 
the bill provides that no federal de- 
partment or agency may take action 
regarding any function assigned the 
administrator without previously 
securing his approval. 


Board Would Advise 


Working with the administrator 
would be a civilian supply advisory 
board, composed of three members 
from industry (two of which must 
come from small companies), three 
from labor, three from agriculture 
and three public members at large. 

Like the Mead bill (AA, March 1), 
the Maloney bill is a symbol of the 
dissatisfaction of small _ business, 
particularly as presented to the Sen- 
ate small business committee, with 
the operation of civilian economy 
administration as it is now set up. 

The reports of the small business 
committee, headed by Sen. James E. 
Murray, Montana democrat, have 
repeatedly emphasized the lack of 
direction and centralized control in 
regard to civilian economy adminis- 
tration. 

Like Sen. Mead, Sen. Maloney is a 
member of the small business com- 
mittee. The bill was referred to the 
Senate committee on banking and 
currency, of which he is also 
member. 


Meantime, the small business com- & 


mittee this week heard reports from 
officials of four trade associations, | 
representing the clothing, jewelry, | 
drug and dry goods trades, that post | 
exchanges were actively competing | 
with them. 

Today, officers in charge of the, 
services’ post and ship exchanges | 


|denied that they were competing 
| with 


civilian outlets either by 
amassing inventories which reduce 
the supply available to retail outlets, 
or accumulating stocks which would | 


| prove ruinous when dumped on the 


market at the end of the war. 

Col. Francis R. Kerr, acting chief | 
of the army’s exchange service, as- | 
serted that turnover of P-X stocks | 
is completed twice a month; that ex- | 
change sales are less than 0.75% of | 
total retail volume; and that only | 
2% of these sales is the subject of | 
complaint. Priorities are invoked in| 
this country only to secure candy, | 
ice cream, chewing gum, toilet| 
articles and cleaning materials, the | 
colonel said. 


House Group Okays 
Grade Label Inquiry 


The House rules committee last 
week reported favorably legislation 
for an investigation of federal plans 
to institute broad grade labeling of 


| 


Written into the resolu- | 


ernment plans for the curtailing of 
newsprint. 

The investigation, introduced by 
Rep. Charles A. Halleck, Indiana | 


|republican, provides that the Inter- | 
'state Commerce Committee should | 


determine whether the inclusion of 
the grade labeling proposals falls | 
within the scope of the war effort. 
The newsprint inquiry would in- 


|clude all printing papers used in 


publications admitted 


class mail. 


Production of Banned 
Goods May Be Resumed 


Donald M. Nelson, chairman of 
the War Production Board, told a 
press conference in Washington, | 
D. C., last week that production of | 
civilian goods which have been| 
banned — like refrigerators — might | 
shortly be resumed on a “lean” 
scale. 

He confirmed reports that the ci-| 
supply sections of WPB 
would shortly be reorganized, but 
denied that Emil Schram, head of 


to second 


,the New York Stock Exchange, 


would be brought in to direct the 


|new setup. 


ee) 


BACKBONE WINS 


“SPONSORED BY THE COUNCIL ON PUBLIC HEALTH EDUCATION 


One of a series of advertisements spon. 
sored by the Council on Public Health 
Education of the Michigan State Chiro. 
practic Society, appearing twice a month 
in Michigan daily and weekly newspapers, 


Chiropractors 
Initiate Joint 


Drive in Michigan 


Detroit, March 18.—In the first 
step of its kind by a statewide 
group, Michigan chiropractors have 
launched an advertising campaign 
in daily and weekly newspapers 
throughout the state. 

The schedule calls for 40 and 23- 
inch advertisements to appear twice 
a month. The copy, educational in 
nature, is built around the theme, 
“It takes backbone to be healthy.” 
All advertisements stress the im- 
portance of a well-functioning spine 
in the many industrial, military and 
domestic activities. 

Funds for the initial cost of pre- 
paring the copy were voted by the 
Council on Public Health Education 
of the Michigan State Chiropractic 
Society. Local groups of chiroprac- 
tors are underwriting the cost of 


pace. 
Ralph L. Wolfe & Associates, De- 
troit, handles the account. 
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favorite magazine) 


gives you these: 


1 Most Wage Earners at Least Cost 


2 Highest Average Ad Readership 


3 Record Pass-Along 
4 Least Duplicated Audience 


5 Cover-to-Cover Readership 


@ Moves with the Payrolls 
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; / tree wire cullers had volunteered to see aboit that tank trap. 
[wo of them were snuffed, one right after the other, Vike candles at a 
puff. Too fast to sputter or flicker. There was only |jone left, and he 
ae Yesterday he'd had a letter, about the baby 
he'd gever seen, and now might never see. That int kept him from 


" * 


a NO. + of a series * heroic episodes WORLD WAR NO. 11 


this job—but it didn’t exactly help . . . And now came the 
signal, pre-arranged, to tell him he could come back, let it g0, the hell 
with it, they'd find some other way to get around that trap. So three 
of us came to bat,” he said to himself, “and two of us went down swing- 
ing. And now they'll walk me, if I want that.’ But then he remem- 
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© ESQUIRE, IN 1943 


the volunteer 


e®, OO “e*e* 
. stcene tesa 


P Sie age 


from West Virginia enters the 


* A typewriter, too, can choke up and get a lump in its throat. Try as 
they will to tell us what's going on out there, the best of the corre- 
spondents find no words equal to the task of trying to make us under- 
stand the kind of endurance and heroism that is a commonplace to 
men in war and that the rest of us, here at home, never encounter in 
a lifetime. A Rickenbacker tries to tell us, to make us see how petty 
and trivial are the little discomforts of the so called “home front,” 
when measured against the daily trials of men whose most constant 
companion is death. And we all try, more or less earnestly 
and more or less politely, to understand. But we still only 
scratch the surface of the facts, without ever glimpsing 
the truth beneath. That's why Esquire’s role in wartime 


is something we discuss with the utmost diffidence. We 


A FAVORED MAGAZI 


bered, from his sand-lot days, what the side line kids always shouted: 
“Only takes one to hit it.” . . «. So he went ahead. 
And he made it! But one way only, without the return 2%; 
Yet thanks to him the tanks got through, just where least expected, and 
the height was retaken. They buried him with the letter still in his hand. 


pachsntdicarristenanteregtesetetteteiereiieteteeieeies . * ont : 
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city of Endless Night 


find it flattering in the extreme to learn that Esquire is a favored 
magazine of America’s armed forces, because we feel that these fight- 
ing men are the most important Americans of our time. If they, 
while engaged in the world’s most important job, find this magazine 
a source of pleasure and enjoyment, then we are satisfied that Esquire, 
too, in its small way, is playing a part. They take to it, they tell us, 
“like a tonic,”’ and the best current estimates show that a measurable 
percentage of them take that tonic regularly. [t's a small part to play, 
surely, because a magazine is as useless as a mascot, in the actual grim 
game of kill or be killed, and it would be fatuous to attribute to it any 
greater importance than may be found in the fact that it serves as a 
bolster to morale, that it brings a smile to men who need one. And vet, 


today, what more important thing could be said of any magazine? 


NE OF FIGHTING MEN 
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Advertising Men 
Join Coordinator 


Don Shaw, vice-president and 
general manager of Station WMCA, 
New York, has joined the radio di- 
vision of the Office of the Coordi- 
nator of Inter-American Affairs. 
Dwight Jennings, formerly of Lord 
& Thomas, has been named director 
of domestic broadcasting, and Ar- 
thur Daly, formerly radio director 
of William S. Weintraub, Inc., has 
been appointed a field representa- 
tive. 


New Price Support 
Plan Unveiled for 


Canners, Growers 


Aimed at Holding 
1942 Price Level 
for Civilian Trade 


Zern Joins Warner Bros. 

Ed Zern, formerly a writer and 
contact man with N. W. Ayer & Son, 
has joined the advertising staff of 
Warner Bros. Pictures, Inc., New 
York. 


Washington, D. C., March 17.—A 
new price support program designed 
to facilitate increased production 
and processing of canned vegetables 
this year was unveiled this week 
by the Department of Agriculture 
and the Office of Price Administra- 
tion. 

Worked through the Commodity 
Credit Corporation, the plan virtu- 
ally guarantees that farmers will 
receive anywhere from 20 to 50% 
more for their crops, and that can- 
ners will be protected from loss on 
account of increased cost on raw 
products. 

Here’s how the new plan works: 
Canners participating in the pro- 
gram will pay growers not less than 
the 1943 support prices already set 


“WFDF Flint Michigan won't ac- 
cept my copy, ‘cause it’s point- 


prices and resell the raw materials 
to the canners at 1942 prices. In 
cases where the ceiling prices for 
the 1943 pack are adjusted to allow 
increased material cost, CCC resale 
prices will be judged accordingly. 

The Office of Price Administra- 
tion will set flat dollar-and-cents 
prices for these canned vegetables. 
The prices will be set by regions, 
and governed by grades, can sizes, 
types and styles. 

These prices have been built up 
on the basis of last year’s raw ma- 
terial cost by region, plus other can- 
ning costs adjusted for known in- 
creases during 1942, and will in- 
clude a profit margin based on the 
canner’s 1941 returns. 


Prices to Remain Same 

Calculated on this basis, the new 
ceiling prices are expected to ap- 
proximate the average level of 
prices during 1942. On these prod- 
ucts, the government says, civilian 
consumers will pay about the same 
prices they paid last year. 

Vegetables for which the new 
price support program is applicable 
include tomatoes, sweet corn, snap 
beans, green peas, lima beans, beets, 
carrots and cabbage for kraut — 
about 90% of the pack. 

Only resale prices for that por- 
tion of the pack which is channeled 
to civilian trade is covered by the 
program; for the quantities pro- 


WPB Amends Can 
Closure Order to 
Aid Home Canning 


Washington, D. C., March 17.— 
Victory gardens received a push 
from another direction this week 
when the War Production Board 
removed all quota restrictions on 
the manufacturing of certain types 
of metal lids used in home canning. 

WPB’s decision to amend conser- 
vation order M-104 followed a sur- 
vey by the Department of Agricul- 
ture which indicated that house- 
wives will can some 5,200,000,000 
jars of food this year—an increase 
of 51% over last year’s figures. 

Plenty of rubber rings for closure 
of the cans is available, WPB as- 
serted, and revealed that a new type 
of closure is being produced in 
quantity for the first time. It con- 
sists of a glass lid, a rubber ring for 
sealing, and a metal screw band to 
hold the lid in place during proces- 
sing. 

After the food has been processed 
and cooled, the band may be re- 
moved to use in the next day’s can- 
ning. Both metal bands and glass 
lids may be used year after year, 
and only the rubber sealing ring 
must be replaced. 

Although the new order gives im- 


to-point.” by Agriculture. The Commodity | cessed for military and other gov-|petus to the government’s plan for 
Credit Corporation will buy the raw | ernment use, the OPA will provide|a multitude of Victory gardens 
materials from canners at support! a separate set of ceilings. throughout the land (AA, Feb. 15), 
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STAND BACK, MEN 
...THIS IS A 
WOMAN’S JOB! 


COMPANION BLAZES TRAIL FOR 
TOTAL WAR IN APRIL ISSUE 


Again the Companion calls the turn! Once more Com- 
panion editors have found out in advance what readers 
will be wanting and needing in a war-time April. For 
instance: “Take a Tip from Swiss Family Robinson” 
tells how to save the scarce and use the plenty; “Point 
notables are doing just that; “Sole Leather is Precious” 
advises on proper shoes—a timely service to a nation on 
shoe rationing. PLUS a big budget of swell fiction, in- 
“Murder for a Million” 
Kelland, Yessir, 


bound to please and serve! 


cluding by Clarence Budington 


April is tailored to women’s needs... 


With Pride to Last Year’s Clothes” shows how some Womans 


and that she needs more help. 


Hie men are glad to stand back. They're 

confident that they are leaving the purse 

strings in able hands. They know that years 

of training have prepared the American 
woman for the biggest, toughest buying job 
of this or any other generation. 


She’s aware that the jungle is getting thicker. 


But she’s alse 


assured that such advice and guidance will be 


forthcoming from her women’s service maga 


zines .. 


. the books that talk her language! 


Hence the 4-to-1 gain in high readership of 


women’s magazines since war mobilized the home 


front. Hence the increasing reader interest in 


the practical help given by the Companion. 


Vow is the time when your advertising message 


is most helpful to this powerful woman audience. 


Vow, 


buying power. 


since women control so much of our national 


Now, while they are more receptive 


than ever before. Now, when such a service will be 


long remembered, to your everlasting benefit! 


UNDERSTANDING WOMEN IS OUR FULL-TIME J08 


es 
a 


REPORT TO CANADA 


Canadian Pacific Railway Co. and Ca. 
nadian National Railways have launched 
jointly a series of institutional advertise. 
ments to show the importance of the 
roads’ part in Canada’s war effort. First 
copy in the series is a report from 150. 
000 railway workers. A. McKim Ltd. 
Cockfield, Brown & Co. and Canadian 
Advertising Agency Ltd. share direction 
of the campaign. 


the most familiar type of closure. 
the heavy zinc, glass-lined cap fo; 
mason jars is still on the verboten 
manufacturing list. 


Names Lester Harrison 


The Berk-Ray Corporation, New 
York, manufacturer of men’s sports- 
wear, has appointed Lester Harrison 
Associates, New York, as advertis- 
ing counsel. 


Vinco Appoints Agency 

The Vinco Corporation, Detroit, 
manufacturer of tool machinery, has 
named Lloyd, Chester & Dillingham, 
New York, to handle its advertising. 


The t new 
newspaper 
situation 
in Chicago 


... The Sun’s rapid rise 
and acceptance in the 
Chicago morning marke! 
are proving to smart ad- 


vertisers that— 


—it now takes two news- 
papers to cover the Chi- 


cago morning field 


—with The Chicago Sur 
alone you can reach ar 
important portion oJ 
imerica’s number two 
market at a remarkably 


low cost. 


CHICAGO'S MORNING TRUTHpoy 


THE BRANHAM COMPANY 

National Representatives 

Atlanta, Charlotte, Chicago, Dallas, Detroit Ka! 
City, Los Angeles, Memphis, New York, 5t Lows 
San Francisco. Seattle 
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And Now, 


DALLA 


\ - : r BLE, us. \i Many markets are gaining population— 


Only a chosen few will hold their gains 


A PowerRFuL Mepbium In A 
Top-Fright AmericAN Market 


Most people know that The Dallas News is one of In your list of top media The Dallas News may deserve 
4 , Ty on ‘ . 
America’s great newspapers. Not so many know that the reclassification. Long one of the most powerful media at 


) -News-readi rket is of the real Golden . . 
Dallas-News-reading market is one of the real G your command, its coverage and reader-following today 


Opportunity markets of today and tomorrow. 
are bigger than ever. 


The U. S. Census Bureau knows it . . . knows that Thi rpregr ae 
, is newspaper alone covers one of the five best-guar- 
this market is embarked upon a period of tremendous pay 8 


PERMANENT development . . . just as during, and anteed consumer areas of our magnificent ‘Tomorrow. 
after, World War I. Quotas up for The Dallas News! 


“wasnce” Ghe Dallas Morning News Soc 


The Texas Almanac 
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Big Business and Small Business 


Much of the discussion of the 
problems of small business in shar- 
ing in war production seems to have 
got around to the point of suggest- 
ing that there is something inher- 
ently antagonistic between little 
business and big business; and be- 
cause this ties in with many of the 
underlying ideas of political reform- 
ers who oppose big business per se, 
a clarification of the situation, based 
on a simple factual analysis of the 
facts, seems very much in order. 

That clarification has been sup- 
plied by some of the advertisements 
which have appeared over the sig- 
natures of important industries 
which are primary factors in war 
production. One of the best has 
just been published by the Inter- 
national Harvester Company, which 
has used a substantial list of news- 
papers and business magazines to 
present its story in terms of “20,001 
Businesses,” including the 10,000 or 
more suppliers who make its opera- 
tions possible and the 10,000 dealers 
who distribute its products to farm- 
ers and industry. 

“There is no business so big that 
it can operate without the help of 
other businesses,” says Fowler Mc- 
Cormick, president of IHC. “Indeed, 
the larger the business the more 
help it requires from others and the 
more help others receive from it. 

“International Harvester buys a1. 
almost infinite number of things 
from thousands of other companies, 


sub-assemblies, as well as service 
of all kinds. These companies which 
sell to us, in order to fill our orders, 
buy in turn from many others.” 

And it adds, significantly, ‘“‘Dur- 
ing 1942, after we had entered on 
war production, we added almost 
1,000 new companies to the list of 
those from whom we buy. During 
1943 we will add more. . . Our war 
orders, in other words, have not ex- 
cluded little business from war 
work, but have very definitely 
brought more little businesses into 
war work.” 

The small manufacturer who is 
finding it difficult to participate in 
war production may not always be 
able to get a subcontract from a 
prime contractor, but as numerous 
instances suggest, he can usually 
premote his facilities successfully so 
as to share in some way in the pro- 
duction requirements of the war 
program. This in itself has repre- 
sented an opportunity for promotion 
which thousands of small businesses 
have taken advantage of. 

But because the position of small 
business has become something of a 
national issue, it is important to big 
business to make the facts clear, 
and to let the public, Washington 
and business in general understand 
that the essential fact in the opera- 
tion of a big business is to distribute 
orders for equipment, materials and 
supplies over the whole industrial 
area. That’s the way business has 


the vast majority of which are small | always been run, and the war situa- 


businesses. 


We buy raw materials,| tion has merely emphasized it a 


finished and semi-finished parts and | little more. 


Business Can Help OPA 


Maybe the Office of Price Admin- 
istration does not need the help of 
business in establishing its policies 
on rationing and pricing and mak- 


more recognizing that fact 
operations. 


| 


mark-ups for groceries and food 


| products to be applied to the opera- 


tions of all jobbers in this field. The 


|}mark-ups will vary with products, 
ing them work in practice, but we} 


believe that it does and is more and_| field, with the exception that job- 


but will be uniform throughout the 


in its| bers supplying institutions will be 
The most healthy sign! given a slight differential to com- 


of a growing appreciation of the/| pensate for their more costly type 


need for practical business experi-| 


ence as a check on new and complex 
controls of distribution and prices 
is the fact that Prentiss M. Brown 
is now using the facilities of busi- 
ness groups for the purpose of get- 
ting information which has a bear- 
ing on the operation of OPA pro- 
grams. 

Since Mr. Brown is already lean- 
ing in this direction, it may not be 
out of place to suggest to him that 
before radical changes in our 
tribution facilities are made, 
through the application of mark-ups 
and other vital controls, he make 
full use of the practical business in- 
formation of groups which will be 
affected by these new measures. 


For example, we _ understand 
Office of Price Administration, 
is shortly to issue a schedule of 

. + “ se aie =o 
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| 


}and others 


of distribution service. 

The proposed mark-ups are said 
to represent a severe cut in the 
average margin under which whole- 
salers have operated heretofore. 
Since wholesaling has never been 
a business with wide profit margins, 
and since wholesaling in this field 
has 


shrunk over the! 


'years because of the difficulty of| 


| still retaining a living profit, 
dis- | 


providing necessary services while 
it is 
not difficult to understand why 
many grocery jobbers feel that the 
proposed schedule may 
destruction of their businesses. 
Here is a case where practical 
knowledge of the variables in job- 
ber service would prevent the ap- 
plication of an iron-clad schedule 


mean the) 


under which wholesalers of every | 
type would be compelled to operate.| obtain for advertising the place it 


STATION BREAK 


—Parade 


‘Just a minute, folks, | see a local bulletin coming in.’ 


Ad-libbing 


Heroes Wanted 


It’s more fun than a barrel of 
monkeys watching the classified ad- 
vertising pages these days. The 
day of the austere “positions open” 
ad is gone, with its demand for 
“young man, college graduate, not 
over 30, with at least 15 years of 
experience; moderate starting sal- 
ary, but excellent opportunity for 
advancement. Write fully, giving 
age, background, salary desired, 14 
references, photograph, etc.” No, 
the positions open classification is 
a hard-hitting selling classification 
now, with every trick of showman- 
ship and appeal dragged out to lure 
the prospective employe from his 
lair. 

There are hundreds of examples 
of the new art of writing positions 
open in advertising. The ad of 
Snider Fuel Corporation in the Bos- 
ton Globe recently is probably just 
as good an example of the changed 
tempo of the times as any. Snider 
wants some men to drive coal 
trucks, or help drivers of coal 
trucks, so naturally it uses 120 lines 
to advertise for “20 heroes—wanted 
at once.” 

“You don’t have to wear a uni- 
form, carry a gun or fly a plane to 
be a hero in this war,” Snider says. 
“There are a lot of civilians who 
depend on other civilians for pro- 
tection these days. . . People must 
stay healthy. . If homes, apart- 
ments, offices and factories are cold 
because of a lack of coal, we won’t 
have healthy people. . . The coal 
must go through. So—if you can 
drive a coal truck, or help a driver 
deliver the coal, here’s where you 
become a hero on the home front— 
and we definitely mean you.” 

And so Snider got its 20 heroes, 
and they delivered coal happily 
ever after. 


Up Steps Advertising 


The London correspondent of Ap- 
VERTISING AGE reports that Lord 
Kemsley told a meeting of the Re- 
gent Club early this year that the 
struggle for world trade will be 
more intense after the war than 
ever before, and that “it will be 
more essential than ever that we 
produce the best type of men in ad- 
vertising as in other spheres of com- 
merce if we are to hold our own, 
or to increase our exports.” He 
suggested that advertising should 
form part of the training given by 
the universities, and that this step 
should be taken first at Cambridge, 
Oxford or London universities, “or 
even,” he added hopefully, “at all 
three of them.” 

It may well be, reports AA’s Lon- 
don man, “that this statement from 
a man who has been connected with 
journalism and advertising for over 


40 years foreshadows a move on his | engaged in “burning straps” on bat- 


and other leaders’ parts to at last| 


oe 


merits in commercial education.” 
Thus far, advertising has never had 
anything to do with a university 
degree in England. 


Help Wanted; Secured 


American Brewing Company, New 
Orleans, was looking recently, as 
who isn’t, for a couple of stenogra- 
phers. The usual help wanted ads 
didn’t even get a nod, until one of 
the brewery’s bright young men 
suggested that a new advertisement 
be inserted, announcing that all 
applicants would be plied with free 
beer. The next day 16 job-seekers 
appeared and both vacancies were 
filled. 


Jottings 


The Providence Journal of March 
11 devoted its entire editorial page 
to a display reproduction of Secre- 
tary of War Stimson’s plea to civil- 
ians to examine their own lives to 
see whether or not they are giving 
their very best to the war effort. 
The page carried only the masthead, 
Secretary Stimson’s message, an 
editorial note, and two ears at the 
top urging the purchase of war 
stamps and bonds... 


Earl McGinnis of Arlington, Va., 
sent us a clipping of a Haley’s auto 
service shop ad in the Washington 
Star a month ago, which we blush- 
ingly admit got lost in the three- 
foot stack marked “must.” But late 
or not, we want to tell you about 
this Haley’s ad. It was a full page, 
and it started off: “We can’t afford 
full pages often! But once in a while 
something happens which makes us 
swell up with pride, and we want 
people to know about it. Haley’s 
will be closed tomorrow afternoon 
—not because someone died, but 
that someone might live! ... On 
Wednesday afternoon Haley’s em- 
ployes will go in a body to the Red 
Cross blood donor center to con- 
tribute their blood. . 

Westheimer & Co., St. Louis, is 
another agency which is writing to 
publishers suggesting that the 
agency’s name be removed from the 
free list for the duration. 
thing keeps up, one of these days 


we'll find an agency which has abol- | 


ished its austere receptionist in | 
favor of a company greeter who 
grasps each visitor’s hand and says 


Information 


Advertisers 


for 


The following documents may bp, 
secured without charge from com. 
panies sponsoring them, or t! rough 
ADVERTISING AGE, by any nationa| 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 2138. How to Make Your Sales 
Grow in a Growing Market 


The St. Louis Globe-Democrat has 
issued this brochure, which goes 
into detail about the scope of the 
St. Louis market and its sales potep- 
tialities, giving facts about popula- 
tion growth, sales, and an analysis 
of the paper’s coverage of the “49th 
state.” 


No. 2139. Color Standards. 


General Printing Ink Corporation 
has issued this check list of 34 color 
standards and color systems used jn 
industry and science—a convenient 
summary of progress in color stand- 
ardization. 


No. 2140. Fits Like a Glove. 


Data on the Tulsa market are 
offered in this folder, issued by Sta- 
tion KTUL, including figures on 
retail sales, mineral production, 
manufacturing establishments, num- 
ber of workers, etc. 


No. 2141. There Is No Substitite 
for Selling Power. 


A study of advertising volume 
forms the basis of this brochure 
which has been issued by the Phila- 
delphia Inquirer. Tables and graphs 
show the total linage picture, fol- 
lowed by an analysis of retail fig- 
ures, general advertising and classi- 
fied volume. 


No. 2142. It Just Grows and Grows 


The Star Weekly, Toronto, has 
issued this circulation analysis \ 
provinces, major city markets, and 
in cities of 10,000 to 25,000, showing 
total families, English families, cir- 
culation and per cent of coverage o! 
English-speaking families in_ the 
Dominion. 


No. 2035. Time in Washington. 


Time’s circulation in Washington 
D. C., is the meat of this book, 
which contains a name-by-name 
list of officials in 13 federal depart- 
ments and agencies who are regular 
readers of the magazine. A descrip- 
tion of news gathering facilities and 
circulation methods is included. 


No. 2117. Summary of the Census 
of Circulations. 


The Los Angeles Times has issued 
this study, which presents an analy- 
sis of newspaper reader characteris- 
tics as determined by age, sex, race, 
occupation, income, etc., and shows 
the changes in population charac- 
teristics made in the past two years 


No. 2087. 
WBZ. 


The scope of the Boston market is 
brought out in this folder, issued by 
Radio Station WBZ, with facts «bout 
people, buying power and bus ness 
activity. Facts about the station’ 
facilities and coverage of the (ert! 
tory are included. 


Check-List of Facts on 


If this |No. 2053. 


| penetration needed to take a 


“Mr. Jones? Why, certainly. Third 
4-3 on the left. Just walk right | 
in. 


A satan morale booster fell into | Provide a thorough analysis o 
the hands of the Exide advertising |Station’s blanketage. 


department the other day when an 
ex-Exide employe, now a Marine in 
the Pacific, ran across a battle- 
wrecked American plane and found 
in it an Exide battery containing his 
own “burning mark,” an identifica- 
tion mark put on by each worker 


teries. The incident got a big play 
in the employe house organ. . . 


| 


Mr. Hooper Tour 
Blanket. 
The Hooper “tour” reporte’ 


|this brochure, issued by WJR 
troit, sought to learn the degr: 


dium out of the cover-a-m 
class to the blanket-a-market 
Maps and charts of listening in 


No. 2040. When You Buy 7°’ 
Buy an Audience. 

Radio Station WTAG has is*: 
this folder, which reports the 
sults of a coincidental telep! 
dealer preference and persona! '- 
terview survey showing listeniné 
habits in the Central New Englané 
area. 


née, 
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ADVERTISING AGE 


V7_— em 


How do America’s magazines stant 
with the Members of Congress? 


| nea are not enough minutes in any 
wartime Congressman’s week to read all 


the “letters from constituents,” home-state 
papers, committee reports, legislative drafts 
—and all important books and magazines, 
too. 


So members of Congress must choose 
their reading matter to get the most impor- 
tant information from the most reliable 
sources in the shortest possible time. * 

“Small wonder therefore that, when asked to 
name “the most important magazine published 
in America today,” more members of the 77th 


Congress answered “Time” than named any 


other magazine that carries advertising— 


—thus agreeing with the votes of corporation di- 
rectors, newspaper editors, columnists, radio com- 
mentators, college presidents, and 21 other impor- 


tant groups the country over. 


In a similar survey, even more recent, 
these Senators and Representatives voted 
lime their own personal favorite over all 


TIME 


the other magazines they read that carry 
advertising—giving TIME more first-choice 


votes than the next three magazines com- 
bined. 


Why does TIME so consistently rank first 
in the esteem of important and influential 
Americans? 


Perhaps a part of the answer appears 
over there at the right, in the words of four 
prominent Congressmen. 


TIME is grateful for such confidence, will 

do its utmost to deserve the continuing 
support and interest of “America’s Most 
Important People.” 
As you know, TIME’s advertising pages are 
rationed for the duration of paper curtailment. 
But TIME will continue to present certain facts 
about its audience in this space—for we feel 
that such information is important right now to 
your thinking about your advertising program 
after this emergency is over. 


THE WEEKLY 
NEWSMAGAZINE 


hese key groups all vote Time “America’s most important magazine!” 


Perhaps because each week Time does the most 
portant job a magazine can do—and does it for 


| merica’s most important people.) 


VIDENCE PREVIOUSLY SUBMITTED: 

Corporation officers and directors (TIME, 3 to 1) 
Newspaper editors (TIME, almost 3 to 1) 

Radio commentators (TIME, almost 2 to 1) 

People listed in “Who’s Who” (Time, almost 2 to 1) 


nd dee tent 
7 


General Magazine Editors (TIME, almost 4 to 1) 
College presidents (TIME, 4 to 1) 

EVIDENCE HEREWITH: 
Members of Congress 


COMING SOON! 


Newspaper Columnists 
Members of American 
Medical Association 


Mayors 


clopedia Britannica 


Contributors to Ency- 


SENATOR WALTER F. GEORGE... “I have learned 
to value T1IME’s weekly arrival as an interpreter 


of things as they are—as a guide book that brings 
me a clearer meaning of events and a better 
vision of things to come.” 


REPRESENTATIVE EVERETT M. DIRKSEN .. .“TIME’s 
terse, timely reporting of the whole world scene 


each week constitutes a great achievement in 
journalism in an era when time is short, the tempo 
swift, the need for compression, perspective and 
news values great.” 


REPRESENTATIVE SAM RAYBURN.. .“I take this 
opportunity to say how much I have enjoyed 
reading T1iME. I have found TIME to be most 
generous and fair and I am looking forward with 
pleasure to my new subscription.” 


SENATOR HENRY CABOT LODGE JR... “Congratu- 
lations on TIME’s reporting of the war. lo view 
events with historical perspective on a week's 


. . . » ” 
notice is of great public usefulness. 
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ADVERTISING AGE 


March 22. 1943 


Federal Adds Two 


Frank P. Baldwin, formerly with 
O’Dea, Sheldon & Canaday, has 
joined the copy department of Fed- 
eral Advertising Agency, New York. 
Jean Pasmantier, for the past four 
years a research analyst for the 
Psychological Corporation, has also 
joined Federal as assistant to Dr. 
Wallace H. Wulfeck, research di- 
rector. 


Clapp Joins Tyson 

Stillwell Clapp has joined O. S. 
Tyson & Co., New York, as produc- 
tion manager. Mr. Clapp was asso- 
ciated for 19 years with Snyder & 
Black, Inc., printer and lithogra- 
pher. 


No Burton Br 
| Client has a 
~ competitor with 
better advertising” 
BURTON BROWNE 


» ADVERTISING 


© 180 EAST suPERiOR sTREET © 
ye CHICAGO: DEL. 3800 


hip. 


Toronto Series 
Throws Light on 
Industry Problems 


Toronto, March 16.—Problems of 
absenteeism in war factories and 
management-labor relations were 
under attack this week by means of 
a series of full-page advertisements 
sponsored anonymously by a group 
of Canadian business and industrial 
firms. 

The messages are appearing three 
times a week in the Toronto Globe 
and Mail and, because the problems 
confronting industry in Ontario are 
similar to those of many other areas, 
they have already aroused consid- 
erable interest. The Canadian Daily 
Newspapers Association, calling at- 
tention to the fact that industrial 
problems have caused increasing 
concern during recent months, 
praised the series developed by the 
Globe and Mail as one of the first 
planned to lay these problems 
before the general public. 

Individual advertisers, of course, 
have already sponsored many cam- 
paigns explaining labor - manage- 
ment problems, but the current 
series, because its sponsors remain 


TEAM WORK... and we ate one 


nearer VICTORY 


GETTING THE WARTIME JOB DONE 


* - 


ee ee 


— vow job vo vidal  VicTory 


Here are two of the full-page advertisements scheduled in the Toronto Globe 


and Mail by a group of business and industrial advertisers who are calling public 
attention to management-labor problems in wartime. 


anonymous, allows them to discuss 
matters which individual companies 
might hesitate to publicize. 


Conferences Decide Themes 
The text matter and illustrations | morale, and absenteeism. The copy 


| 


managers and advertising execu- 
tives. Four major subjects are in- 
cluded: management - labor rela- 
tions, development of workers’ 
morale, development of public 


used jn the series are determined at | aims to bolster the pride of the war 


roundtable discussions with repre-| worker, but it also lays stress on 
sentatives of management, personnel | the fact that nothing can be allowed 


This is whot Smith-Corono customers see when they look in the 


Clossified section of the Telephone Directory. Note how eosy it is 


for them to locate @ branch office or o decler. 


Peet hernaie 
ss ER, 
Ae 5, 


Many an industry today has little or no consumer goods to 
sell. But there is business to be had—service business. And 


of course there’s the desire to keep a company’s brand name 


in the public mind. 


In today’s market, as in normal markets, the Classified 
section of Telephone Directories meets an important need. 


One particular value now is that the Classified directs 
service business to authorized dealers, helping those men to 


stay in business. 


The Classified offers a means for keeping your trade 


mark in millions of homes. When that mark appears 


together with dealer listings in this popular buying guide, 


you make it easy for people to find those outlets. 


For details on how this low-cost, tested plan may be 


fitted to your needs, just call the business 
office of your local telephone company and ask 
for the Directory Advertising Representative. 


eas for more than 25 years. 


to interfere with the steady, cease 
less flow of war materials to 4), 
armed forces. - 

The word ‘‘absenteeisn 
avoided in the copy, the sp 
explain, because it is felt tha: ; 
word is interpreted by the ma rity 
of people as a condition that . ciste 
only among war workers in e<sey_ 
tial war industries, and because 
from the worker’s standpoint i; ),-. 
a managerial flavor. Instead, the 
advertisements emphasize that neeg_ 
less absence from work, slacknes: 
tardiness and indifference are sey). 
ous offenses, no matter who the 
guilty party is. 

Sponsors believe their cooperative 
efforts will enlighten public opinion 
on current industrial problems ang 
that, by showing the vital necessity 
of cooperation on the home fron; 
they will help prevent absenteeicyy, 
and improve management-labor re- 
lations. 


Staggered Hours 
for Working Wives 
Asked by McNutt 


Washington, D. C., March 16.— 
Staggered hours of work so that 
women may shop under rationing 
rules and still carry on their work 
in war plants were advocated here 
yesterday by War Manpower Com- 
missioner Paul V. McNutt in a radio 
broadcast. 

Some 6,000,000 women will be 
employed in war industries this 
year, Mr. McNutt declared, and 
other millions will be employed in 
jobs previously held by men. He 
believes that by the end of 1943 
there will be 18,000,000 working 
women in the country. 

He warned that the demand for 
women workers is still concentrated 
in crowded war production centers, 
and that the need for additional 
labor is not distributed evenly 
throughout the country. 

It has been frequently pointed 
out that one of the most virulent 
causes of absenteeism is the work- 
,irg housewife who must somehow 
we.?: in her shopping and other 
|home tasks along with her job on 
|the pioduction line, and frequently 
|must take time off from the plant 
| to tend to her other duties. 
| Mr. McNutt was interviewed by 
|Ernest K. Lindley on the Council 
|}on Candy as Food in the War Ef- 
| fort’s program on NBC. The broad- 
,cast is handled through the offices 
|of Jos. W. Hicks and Batten, Bar- 
ton, Durstine & Osborn. 


‘Callies Joins Fairchild 
| Charles H. Callies has joined 
|Fairchild Publications as Chicago 
advertising representative of Daily 
News Record and Women’s Wear 
| Daily, effective April 1. 


Diehm Joins Agency 
| William C. Diehm has been 
|appointed production manager of 
Bayless-Kerr Company, Cleveland 
| agency. Mr. Diehm has been in the 
engraving, printing and advertising 
agency fields in Cleveland and De- 


When Color Plates 
are to be made from 


kb 6 ae expensive and 
time-wasting problems 
frequently arise. But a fine 


Chromart Print 


made from your Koda- 
chrome gives you the 
straightforward production 
routine of black & white. 


A Chromart Colorprint is 
superb art-copy that can be 
lettered-on, pasted into art- 
work, retouched, dramatic- 
ally displayed ...a 
Kodachrome Film cannot. 


Prices start at $38. Write! 


PHOTOCHROME 


837 N. Fairfax, Hollywood 
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Free War Posters 
: @ Key New Series 


a. hi sos wed — ‘Stresses Food Saving |Adds Two Accounts 
caused considerable comment and| The entire April issue of the| Cummings, Brand & McPherson, 
Chain Store Fountain-Restaurant | Rockford, Ill., has been appointed to 


requests for copies of the ster ' . hyd 
ee reached ~ bl Poe sr Fo poe section of Chain Store Age will be | handle the advertising of two Chi- 


may be used for later posters in 
the series.” 


Offers Own Services, Too 
Heppenstall then goes on to offer 


- the services of its engineering staff called the “Food Conservation Man-|cago companies: Multi Products, 

on for Heppenstall to assist any company which uses oe MacLeod & Grove | ual,” and devoted to prevention of|Inc., manufacturer of molded spe- 

ite pittsburgh, March 17.—A_ new | forged steel products in redesigning Pittsburgh, is the agency. '| spoilage and waste and other de- | cialties, giftwares and advertising 

en. _oorture in wartime advertising| to save steel and critical materials. | tailed information on food conser-| specialties, and Protectoseal Com- 

use om heen achieved by Heppenstall | With a degree of frankness seldom Kills Si Bill vation for restaurant chains, store pany, maker of Protectoseal con- 

“ Company, Pittsburgh steel forging displayed, the company concludes Th aed H f : ao P egrant cena managers | tainers for industrial use and safety 

the ‘ncern, in a campaign launched in its message with the following PP sae has billed pay Be spenee # ana other executives. devices for airplane, automotive, 

ed- ‘he current issue of Fortune and paragraph: F f have regulated the placing of signs . railroad and marine use. 

aS5, which Will later be extended to| “This advertisement is not pure} 10") ‘Georgia highways sns| Schneider Moves Up 

ri- other national magazines. altruism. Our primary purpose, eB PTA alia Harold Hult, former circulation MAIL G 

the The new series of bleed color like yours, is to help our country WGN Pr t T manager of the News-Press and IN SERVICE 
vages offers free war posters de-| win the war, but our secondary omotes i wo Gazette, St. Joseph, Mo., has re- 

ive signed especially for management | Purpose Is selfish. We want you to Kenneth W. MacGregor, who has| ported to Jefferson Barracks as Multigraphing == Filling-in 

ion and intended for posting on the know us better. We have spent 53/ been chief of production of Station | technical sergeant in the Army’s a . ‘ 

nd ‘ils of offices. Explaining its|years building our company to its| WGN, Chicago, has been appointed | ordnance division. Preston Schnei- Addressing—Mimeographing 

‘ity jction in the copy of the initial|present position in industry. We'd) program director. He is succeeded | der, formerly district manager, as- 

nt. “avertisement, Heppenstall says: |like to keep that position when the/in the production post by Lewis|sumes the title of assistant circula- THE LETTER SHOP, Inc. 

sm “Trained men like yourself are} War 1s Over. James. tion manager. 431 8. Dearborn &., Chicago Wab. 6655 


working late tonight managing the 
pusiness of production for Victory. 
yet despite hard work and long 
hours, some of the keen thinking 
and the ingenuity our country ex- 
pects from man in management 
S seems still to be lacking. . . 
“That’s why Heppenstall is pro- | 
ducing war posters for manage-| 
ment: a series for your office and 
ince offices of others in your organiza- | 
tion, the first of which is shown in| 
the picture above. Write Heppen- 
stall Company, Pittsburgh, and tell | 
re us how many free copies you can) 


ADVERTISING TODAY SOLVES THE SELLING PROBLEMS OF TOMORROW 


SALES GRAPH 


use. The posters may be obtained | 
lio suitably framed if you send a dollar 
™ each to cover partial cost. Frames 
lis 

nd — 
in 8 

: TE Which of these | 
© ff Which of these 

: ‘OPERATIONS 

“ | 
al : . di t 

» (Market for you: 


“THIS IS WHAT HAPPENED WHEN WE FORGOT 
TO PUT SYRACUSE ON OUR SCHEDULE!” 


mi To keep your sales curve rising steadily after the war, plant 
~ Cuma it in the fertile Central New York market today. 


_| Heat Treating 
and Annealing 


Syracuse, N. Y., and its always-active, always-spending trad- 
ing area... has always been “tops” in the nation’s test markets 

and will hold that position after the war because this master 
sales area has been prepared for peace. 


, =e (FF ew re ee 


_| Forging 

_| Stamping, forming 
and drawing 

_| Metal Cleaning 


0 Metal Finishing Keep your identity alive in this area by dominating the 


market with your advertising messages in the Syracuse Herald- 
Journal, the one great newspaper that completely dominates the 
field at one low cost 


STEEL can tell you how many plants 
perform each of the above operations, 
| how many have capital ratings above 
| $50,000, and how big the plants are as 
| indicated by 1942 employment figures. 
| That's market information, which we 

make it our business to gather and 
check constantly to serve the metal- 
working industry more effectively. 
Furthermore, we are prepared to show 
you just how the weekly distribution 
of STEEL stacks up when checked 
“gainst such market facts. You'll find 
all of this data in the new Market 
Study available from any STEEL rep- 
resentative. STEEL, Penton Bildg.. 
Cleveland, Ohio. 


The Herald-Journal has 98 per cent city coverage, 
and seven out of every ten coverage in the retail trading 
zone 


“ , ZZ MORKS Cine MAGIC IN CENTRAL NEW YORK 
a 
SYRACUSE HERALD-JOURNAL 


SYRACUSE. N Y 


= SYRACUSE HERALD-AMERICAN (SUNDAY) 


National Representatives PAUL BLOCK AND ASSOCIATES 
SYRACUSE, N. Y. IS TOPS’ IN THE NATION’S TEST MARKETS 


A PENTON 
Publication 


_ ‘The Magazineof 
Metalworking & Metalproducing 
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| the wisdom of doing a good, con- 
| Sistent repair and service business, 
then they can remain in business 
and be on the job when the war is 
over.” 


to ailing corsets—for a 


Healthy Corset Department 


A cheer tooth never decays © body 
eed reper 1s round — end © corset 
depetmen! the! keeps hewlthy ever 


00 om he one preM maker of you store 
cnquatetinamagonats Buchanan & Co., Chicago, handles 
pa a a tara | the Formfit account. 


eo and whet | mewns te every women 


hen mercheneine 'y teerrer Man Huy 
now (end thet Hime is coming) will 
never grow dull ond profitiens 

Corsets don't lent forever. Te keep 
hem weereble they need servicing 
leperrng end petching Wher en op 
portunity fer the wide wwwke corset 
depermerr 


— Buck Joins Atherton 

Frank P. Buck, formerly with 
|Ruthrauff & Ryan, has joined the 
| copy department of Atherton & Cur- 


| rier, New York. 


Send of once tere brochure on the 
conservation of corset ond @ set of 
meaty dealer edvemromenty sething 
the service of your corset department 


The femme 6 coming wher yeu ot 
eve very fem mem corsets te sell but Me change fer this Fermi traffic 
wvitding service Ms eur contibunen 
te your continued succens. WN keep 


yOu! Corset department ahve 


yew wl hove « 


press Agency has approximately who have occasion to use air ex- 
doubled its 1942 advertising ap- press in their industrial war efforts 
|propriation to inaugurate a vigorous |as well as individuals having occa- 
drive using full page, black andj|sion to use this service after the | 
white insertions in April issues of 29 | war. 
| business and technical publications, Erwin, Wasey & Co. is the adver- | 
in addition to Collier’s, Newsweek, tising agency for the air express | 
and The Saturday Evening Post. ‘campaign. 
Subsequent advertisements in the | ——— 
campaign will be half and two- eaee 
thirds pages, scheduled to appear | Billingslea Moves 
once a month throughout the entire | 
list for the remainder of the year. 
Copy aims to incorporate educa- 


to 420 Lexington Ave., New York. 


Named Copy Chief 


Vaughn G. Hanninton, fy 
| associated with Rose-Marti; 
|has been appointed copy chier .: 


A. W. Lewin Company, 
advertising agency. 


Appoints Seberhagen 

Mail Order Wall Paper Company 
Billingslea & Ficke, farm paper | Batavia, N. Y., has appointed Sebe,. 
representative, has moved from 415 | hagen, Inc., Philadelphia, to | 


its advertising. 


ee, 


Sales 
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* ie PR Se ee Pee ne ; | : 
TO AID RETAILERS snow. at worse ot une | Railway Express ‘"s)"tucton a, prover we| Palmer Joins Blue Ne 
_, c oe) \last year,” Mr. Lowy said. “This ‘and even distribution of shipments| Charles C. Palmer, former|y , 
Poo) P| 46 /means that they can’t possibly meet Doubles Budget ‘are strongly urged. A _ secondary | the New York Times and Ne,; 
“a wf ao ff last year’s corset volume. But if . theme points out the part air ex- | Herald Tribune, has joined the 
ave te, ¥ they want to keep their corset de- for New Campaign press may be expected to play in| Staff of the Blue + phe A Mi 
a re Pith |partments alive, if they conserve | _ | the postwar world. ee wes prey ous y media 
+ their stocks without sales or high-| New York, March 17.—The air| The campaign will be slanted | 0f Lavin Company, Boston 
“FIRST AID” _ | powered promotions, and if they see |€xPress division of the Railway Ex-| mainly at technical and trade groups | “Sing agency. 


an 


indle 


= 
me pormpt COMPANY 


CHICAGO NEW YORK 


Formfit Co. will use a series of advertise- 

ments like this one in trade publications 

to help retailers build a wartime corset 

upkeep service. Brochures and a series 
of mats are offered. 


Formfit Offers 
New Assistance to 
Corset Retailers 


Chicago, March 17.—To help re- 
tailers who face shortages of both 
merchandise and personnel in their 
corset departments, the Formfit | 
Company announced this week a 
new plan of sales promotion, mer- | 
chandising, advertising and cus-| 
tomer service geared to meet war- 
time conditions. 

The pivotal point around which | @ 
the plan revolves, according to \ 
Walter H. Lowy, vice-president, is | 
a detailed, illustrated folder, “How | 
to Operate Your Corset Department | 
with Less Personnel.” It describes | 
step by step how the corset retailer | 
can reorganize his corset depart- | 
ment, rearrange fitting rooms and| im 
stock, and establish the quickest | 
method of routing customers] 
through. A chart shows how to lay | 
out this “super fitting service de- | 
partment” and text matter details | 
the necessary steps. | 

Formfit started working on the} 
plan as soon as the war emergency | 
forced curtailment of materials for | 
corset manufacture. It combines the | 
suggestions of retailers with the| 
company’s own ideas on how best to 
keep corset retailers in business. 
Emphasized are the conservation of 
dwindling stocks, while maintaining 
consumer interest in good corsets, 
and care for the garments now in 
use. 

A series of informative adver- 
tisements in business papers will 
point up the necessity for retailers | 
to install some plan of maintaining 
a reasonably good volume of trade 
even with fewer employes in the 
department. 
oe Formfit also has prepared a four- 
7 page folder, “How to Repair a 
Foundation,” to help retailers do a 
thriving repair business. It is de- 
signed for use in repair depart- 
ments or for mailing by retailers to 
women in their communities. A 
series of small newspaper advertise- 
ments, to be run over store signa- 
tures, is offered in mat form to | 
dealers upon request. _ 

“Retailers might as well know 
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If it’s 
A TEST 


you want... 
TAKE 


NEW HAVEN 


The Register is rated* the 
7th test market in the U. S. 
—2nd in New England. With 


@ minimum 


cost you reach 


urban and suburban popula- 
mel ST Se 
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* independent Survey of Providence Bulletin 
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/packing and shipping industries. 


Packaging Problem 
Slated for Review 
at Annual Meeting 


Viger Reelected 


iscussi h rer-al k- ‘ ac 
ager veep ingle lardaive ing Bg J. A. Viger, national advertising 
| 


aging situation will occupy the first 

session on Tuesday morning, April |™@anager of the Record Newspapers, 
13, when Mr. Givner will deliver | Troy, N. Y., has been reelected 
the initial address, “War  has| President of the Advertising Man- 


Brought Packaging Down to Earth.” | @8€TS Bureau, New York state 


“d New York, March 17.—What the|pe will be followed by Charles | dailies. Other officers reelected are 
packaging industry must do to|Sheldon, purchasing agent, Hood |. M. Hart, Schenectady Union- 
rasten. victory and how civilian|Rubber’ Company, Watertown, | Star, vice-president, and R. C. 
packaging can be made more|Mass., and former chief of the con-| Harris, Buffalo Courier - Express, 
streamlined, will be the principle |tginer division of the War Produc- | Secretary-treasurer. 


points of inquiry at the 14th annual 
packaging conference to be spon- 
cored here April 13-16 by the 
ark American Management Association. 


tion Board. 


. were Joins Brisacher, Davis 
; Joins Franklin Bruck Herbert S. Wetzler has joined the 
In announcing the conference, Helen Whitmore has joined the| Los Angeles office of Brisacher, 
Joseph Givner, executive vice-| copy staff of Franklin Bruck Adver-| Davis & Van Norden. For the past 
pres dent of Real Silk Hosiery Mills | tising Corporation, New York. Miss | six years Mr. Wetzler has been head 
and vice-president of AMA’s pack-| Whitmore was formerly continuity 


|}of his own organization manufac- 
g division, pointed out that the | chief of Station WLAC, Nashville, | 


‘di are supply program of the war! and with Stack-Goble and Henri,| marketed through department and 
"a effort depends upon the packaging,|' Hurst & McDonald, Chicago. 


syndicate stores. 


American Home Display Men Schedule 
e ‘New York Meeting 
Sales Up 38 %, Says Wartime manufacturing problems 
a _ 1 C | will come in for concentrated atten- 

Institutiona Opy | Association of Display Industries 

New York, March 16.—American| March 27-28 at the Pennsylvania 
Home Products last week placed the Hotel, New York City. 
|parent company with its principal | of materials, labor and shipping 
drug, cosmetic, grocery, and house- problems, and cooperation of retail 
‘hold products subsidiaries since ap-| Stores in OWI and Victory Display 
: , > en : “ i ; he coming year 
Company in January as agency for| 4nd directors for t 
institutional advertising. | also will be elected. 
New York newspapers carried | - a 
Ensell Joins Blair 


tion at a meeting of the National 
|first advertising copy identifyingthe | _Members will discuss limitations 
| pointment of J. Walter Thompson | Committee campaigns. New officers 
700-line insertions headed ‘Ameri- 


can Home Products Corporation re- Schuyler Ensell, formerly with 
ports to the public,” recognizing the| Batten, Barton, Durstine & Osborn 


turing and distributing specialties | responsibility to report directly to | and Columbia Spot Sales, has joined 


sales staff of John 
radio station repre- 


\the public on war-winning contri- | the New York 
‘butions, postwar plans, scientific| Blair & Co., 


__ 


Princes 


ping in the H 


You'll see many a scene like this, every day, in the Heart. For, here in the Upper Mis- 
sissippi Valley nature has combined soil, sunshine and rainfall to make them produce 
more farm wealth than all the rest of the states put together. 

Successful Farming's editors know what their readers need and want, to enable them to 
continue their high earning power and high spending power. Successful Farming’s editorial 
pattern is cut accordingly—down-to-earth, factual information focused exclusively on the 
lives and needs of Heart Business Farmers and their families. 

Survey after survey, conducted over a period of years by leading research agencies, reveal 
that this editing has caused Successful Farming readers to emphatically prefer it to any other 
farm magazine. 

More than a score of America’s leading advertisers, eager to reach the nation’s most sub- 
stantial farm families, use Successful Farming as their exclusive farm magazine. They know 
that its 1,200,000 circulation makes it the basic magazine to reach the richest farm market in 


the world—located in the Heart. 


The Magazine of Farm Business and Farm Homes 


developments and industrial rela-| sentative. 
tions, in addition to financial condi- | 
tion. 

Alvin G. Brush, chairman of the 
board, reported that net income was 
slightly lower, due to tax increases 
despite record sales and earnings 
before taxes in 1942. 

Gross sales were up $63,633,139 
for the year, a gain of more than 
38% over 1941, while net sales after 
delivery, returns and allowances 
rose almost 40% to $42,797,914. 

Income before taxes rose more 
than 32% to $7,531,699, but net 
earnings dropped to $4,286,245, 
equal to $5.02 on the average num- 
ber of 854,684 issued and outstand- 
ing shares. In 1941 earnings were 
| $5.35 a share on the average num- 
| ber of 815,210 shares. 

Well known pharmaceutical sub- | 
‘| sidiaries of American Home Prod- | 


ucts include John Wyeth & Brother; a 
S. M. A. Corporation; International | 
Vitamin Corporation; Petrogalar | 
Laboratories; Reichel Laboratories; | 


The Bovinine Company; Emdee)} 
| Laboratories; General Biochemicals; | 


* 


OT 


Harmon Color Works, and J. B.| 
Shohan & Co. 

Other major subsidiaries include 
Affiliated Products; House of Louis 
Philippe; Harold H. Clapp, Inc.; The 
Anacin Company; The _ BiSoDol 
|'Company and The Kolynos Com-| 
pany. 


Brisacher Urges 
Increased Effort 
on West Coast 


New York, March 16.—The step- | 
|ping up of advertising percentage | 
\figures now for intensified West | 
Coast advertising, was urged yester- | 
day by Emil Brisacher, president of | 
| Brisacher, Davis & Van Norden, at | 
'a luncheon meeting of the American 
Marketing Association. 
| Mr. Brisacher also declared that 
‘the sharp gains in population now | 
being enjoyed by the Pacific Coast | 
will be retained permanently to a} 
large degree. 

Development of West Coast steel, | 
magnesium and machine tool in- 
dustries has placed the far West in | 
striking position to compete for both | 
| domestic and export business in the | 
| peace years, he said. 


Erikson Heads Sales; 
CBS Shifts Staff 
| 


| Leonard Erikson, western sales 
|manager of Columbia Broadcasting 
'System, has been appointed sales 
|manager of the network, effective 
April 1. John J. Karol has been 
appointed assistant sales manager 
in addition to his duties as market 
research counsel of CBS. 

W. Donald Roberts of the New 
,/York sales staff will succeed Mr. 
Erikson as western sales manager. 
Edwin S. Reynolds, who has been 
on the New York staff of Radio 
Sales, will fill the vacancy created 
by Mr. Roberts’ promotion. 


McKinney Opens Studio 
Charles McKinney, formerly with 
, Wright & McKinney and Shigeta- 
Wright, Inc., has opened his own 
| photographic and writing studio at 
605 N. Michigan Ave., Chicago. The 
new organization is equipped to 
handle commercial photography of 
all types, with special emphasis on 
food, and in addition will provide a 
complete “graphic stories” service, 
including photography, writing, etc., 
as well as a news picture service. 
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Rich Joins Fertig 


| Henry Rich has joined Lawrence 


Fertig & Co., New York, in an ex- 
ecutive capacity. He was formerly 
with Blackett - Sample - Hummert, 


Florida 
Par 


Citrus 
is & Peart. 
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ADVERTISING AGE 


Check List of Color 
Standards Available 


General Printing Ink Corpora- 
tion, New York, has issued a folder 
titled “Color Standards,” which pre- 
sents a check list of 34 color systems 
and color standards used in Ameri- 
can industry and science. 

The data has been prepared to) 
satisfy the many inquiries addressed 
to the company on the subject of 
color standardization. 


| 
| 


Adds ‘Parade’ | 

Beginning with the March 21 is- 
sue, the Vindicator, Youngstown, O.., | 
will distribute Parade, becoming the | 
17th newspaper in the Parade group. 


STANDARD 


STUDIOS INC. 
540 N. MICHIGAN AVE. « CHICAGO 
WhHiltehall 5355 


‘Digest’ Publishes | 
Raymond Rubicam’s 


‘Johnny Russell’ 


Office Boy-Pilot's 
Death Helps Spur 
Postwar Thinking 
New York, March 17.—An adver- 
tisement which originally reached a 


paid circulation of 440,000 will re- 
ceive a free bonus circulation of 


jmore than nine million next week 


when the April 
reaches the newsstands. 


Reader’s Digest 
And the 


writer, Raymond Rubicam, will re-| 


ceive a. check that will pay a large 
share of the original cost of the 
space. ™ 

The advertisement, “Johnriy Rus- 
sell, In Memoriam,” appeared first 
in the New York Times of Jan. 27, 
and received an immediate response 
that ranks it among the top “mo- 
rale” advertisements of the war. 

Heavy mail came from all parts 
of the country, from all income 
groups, and particularly from men 
in the armed forces, who had re- 
ceived copies from their parents, 


— 


and who testified that it “rang the | 
bell” in putting into words their | 
own outlook on the issues of the) 
war and the need for planning now 
for the problems that will face us| 
with Victory. 


Widely Reprinted 


Half a dozen radio stations broad- | 
cast it in narrative or dramatic} 
form. Several corporations asked | 
permission to reprint it in booklet | 
form. A group of Connecticut busi- 
nessmen paid for a page in the 
Bridgeport Herald to reproduce it. 
Dozens of war plants asked for re- 
prints for posting on bulletin boards. | 
Several score schools requested 
copies for their classrooms. And 


‘fan mail poured in from normally | 
unresponsive “names,” ranging) 
| from Prof. Walter B. Pitkin of “Life | 
Begins at 40” fame, to columnist 
| Bill Corum. 

Few admen realized that the ad-| 
vertisment was written entirely by | 
Raymond Rubicam, who entered the | 
agency field as a copywriter. None | 
knew that it had been written, not | 
as an advertisement, but as an} 
article for magazine publication. | 

Roots of the interesting story 4 


‘hind “Johnny Russell” go back to 
\the hectic years before Pearl Har- 
|bor, and before Munich. Mr. Rubi- 
|eam returned from a_ prolonged 
|Euxopean vacation to discover that) 
| Young & Rubicam had, during his | 
absence, prepared one of the most | 


| 
o 
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PAID COPY GETS FREE CIRCULATION 
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Sobuny Ressell 


IN MEMORIAM 


‘OT LONG AGO I received in the mail « 

sober, engraved announcement which read 

as follows: “The Army Air Forces, Southeast 

Training Center, Announces the Graduation of 

Class 43A, Spence Field, on Thursday, January 
14th, 1943, Moultrie, Georgia.” 


Attached to the announcement was a personal 
card: “John M. Russell, Lieutenant, Air Forces, 
United States Army.” 


“Seo Johnny made it,” I said to myself: “I 
knew he would.” 


Then I wrote him « note of congratulation, 
and ended by saying. “I hope you come back as 
Doolittle’s boss.” 


A few days later, the letter | had sent came 
hack to my desk unopened. Across the envelope 
had been written “Unclaimed.” 


The office girl who gave it to me said, “John- 
ny was killed before he got your letter.” 


Johnny erashed on the day of his graduation — 
died in rehearsal for the great performance he 
would surch havegiven asa fighter pilot on the 
battle front 


* . * 


When | frst knew about Johnny, he was a West- 
ern Union messenger boy in Detroit. Our branch 
office there. which was not large and not too pros- 
perous. had no messenger boy of its own When- 
ever the office phoned Western Union for a boy 
to carry en important message or package to 
some place in the city. Johnny turned up with 
surprising regularity. When the people in the 
ofhee began to hid him about this, he answered, 
“I'm going to work for you folks some day. 1 
want you to get acquainted with me.” 


Johnny continued to appear and to perform 
with speed and intelligence. What's more, he 
managed to put such personality into even the 
job of messenger boy that the folks in the ofhee 
were always glad to see him. Gradually they 
began to think of him as a fixture. 


Then one day Johnny appeared and took from 
his pocket a slip of paper. “look,” he said to the 
moeneger, “I've kept track of the money you 
spend on mewenger fecs and it's enough to hire 
me by the week. If you did, you'd get » lot more 
for your money, because I've been asking about 
your work and there are a lot of other things | 
could do around here that would help.” 


So Johnny went to work for Young & Rubi- 
eam, and soon he started in night school. He 
wanted to learn the advertising business trom 
top to bottom. and lost no time in getting started. 


Tt wasn't long before cverybody was trying to 
help Jobnay learn and get ahead. His fame 
spread to the home office, and when the exeew 
tives from there went to Detroit they always had 
8 visat with Johnny and helped explain the busi- 


* 


ness to him. He enjoyed a standing new in our 
history of ofhce boys 


People said, maybe +t was because he was so 
young, or had never had a chance to go to high 
school, or was so small thet he measured no 
more than five feet five and weighed perhaps a 
hundred and twenty 


All these things helped. no doubt. But the big 
thing was you felt that Johnny beleved every- 
thing good and great that he had ever heard or 
read about people and about life. And you felt 
that Johnny had become what he belies ed 


Seon Johnny was in the home office, «till 
studying and stall climbing Everybody watched 
hus progress with relish and enjoyment as if it 
were their own. Johnny was ambitious, but not 
ambitious at the other tellow's expense. He 
wanted to do a job, but not to take somebody 
else's job 

“This is a wonderful kind of business,” John- 
ny used to say. “You can dig into all sides of 
everything—marketing, manufacturing. re- 
search, writing, and art. It's an education for a 
fellow who never had any and I'm going to learn 
all I can about it.” 


Then one day—long before Pear! Harbor— 
Johnny came to me and said, “I'm going to have 
to interrupt my study of advertising until after 
the war. I'm going to study for the Air Force. | 
want to be a fighter pilot.” 


“What ere you going to have to take, John- 
ny?” | asked. 


“History, English, algcbra, and trigonometry 
—at might,” said Johnny 


Pretty tough gomng thi: schedule was for a boy 
who had never been to high school. Johnny dis 
covered that fact im the next months. but he never 
g0t discouraged, nev cr lovt hry wile, and plugged 
ahead. 


After many months, he stopped in my office 
again and said. “I've passed my examination and 
I've been accepted. I'm leaving next week, but I 
hope you'll let me come beck after the war, be- 
cause I've still got to learn this advertising bus- 
ness, and this is where I'd like to learn it.” 


“You bet you can come back, Johnny,” I re- 
plied. “Everybody will want you to and we'll 
make @ job for you if there's job to be made 
But are you dead sure you'll want to come back ? 
Are you sure that flying and aviation haven't got 
™ your blood?” 

“No, it's not that,” Johony answered. “I can 
come back to the advertivng business and still 
fly. Maybe I can own my own plane. It's not that 
— it's the war. It's got me.” 

Johnny didnt knew—in words-why he 
wanted to fight this war before we were in it 


He wasn't fighting, like the Nazis. because his 


country's leaders had painted a picture » 
him —of world conquest, of rich new 1. 
of domination and loot. 


He wasn't fighting, either, because bi. 
land had been despoiled and his back » . 
wall, like the Russians’ 


He was fighting because he felt. wir) 
ing to think about it, that Johnny oo 
Johany in a world like Hitler's. 


* * o 


It is tragic that Johnny couldn't have heln 
win the vietory. And it is the world’s low sh» 
Johany won't be here to counsel on the pes 
for Johnny would have been wise 


Johnny couldn't have influenced sens 
congressmen, or masses of people. Bur Jo. 
could have influenced a few — his mother » 
father, his girl and his friends in the office 
everyone will be needed on the side of wins 
when it comes to making the peace 


Johnny knew before many of his elders ju 
that we cannot wish war away and that we 
not “isolate” against it. We tried that @ gener, 
tion ago, but about all we accomplished wa, 
death of Woodrow Wilson and the birth of |) 
leriem—and « worse World War. 


Many of Johnny's elders will feel the some 
alter this war as they did after the last one. Thc) 
will be thinking of the fate of boys like John 
and they will want to save the generation ah. .j 
from smilar tragedy 


Many of them will still not have learned »)» 
you can't stop wars by publicity camps 
against the sellers of munitions, of by ini 
thonal agreements on paper te cut down arm) 
ments Or if some have learned that those thiny. 
won't work, then they will think we can be s» 
by locking ourselves in the house and build. ry 
ourselves a Maginot wall of ships and airpian.s 
big enough to bankrupt us But still nor ne 
enough to protect us. 


We don't hear much of that talk yet, becouse 
everybody is trying to win the war, but it is the 
thing we are going to have to fight agains in 1 
hearts and minds of parents if we want to w 
the peace 


The kids whe come beck will know it can’t be 
done that way. And they will have plenty o! 
nerve to tackle the job of building » new world 
team. A world team to keep the peace. A good 
hush) tearm armed with something more th» 
book of rules 


The kids will know instinctively that peace « 
like freedom if you want to keep it you have to 
be prepared to fight for it. So let's listen to them 
Johany won't be here, but his pals will 


jo thy ‘ 
~j ? | re r 
| 
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RAYMOND RuBica 


| The April Reader's Digest will carry Raymond Rubicam's memorial to an expanded 
| audience. Moved by the death of a former Young & Rubicam office boy on war 


duty, Mr. Rubicam penned this personal message and paid the cost of its insertion 
in the Jan. 27 New York Times. 


| Powerful series of messages ever to 
appear on the printed page, the fa- 
mous 
| paign. 
Refuses Leadership 
| 


| Fresh from close personal contact 
|with the European picture, Mr. 
/Rubicam personally questioned the 
'wisdom and the timeliness of the 
“Peaceways” advertisements, and 
declined the proffered presidency of 
the peace foundation. 

To check his judgment he met 


“World Peaceways” cam- 


with one of the elder statesmen 
most intimately connected with 
American overseas relations during 
the last war. That statesman con- 
curred, suggested concentration in- 
stead on campaigning for a larger 
Navy, for greater military prepared- 
ness. 

After Pearl Harbor Mr. Rubicam 
devoted six months to guiding the 
information policies of the War 
Manpower Commission, and _ re- 
turned to Manhattan from Wash- 
ington, determined to devote his 


! for those who buy Hardware 


J tanh 
gue buyers c y- 


Number of HARDWARE AGE. 
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The MERCHANDISE DIRECTORY 


NUMBER 
(the “WHO MAKES IT?” issue) 


of HARDWARE AGE 


Next Issue: 


July 22, 1943 


® Hardware wholesalers and retailers perform a service of 
supply for millions of consumers on the home front. They 
noramlly buy some 60,000 different items of merchandise. 
® Who makes what, where and under what trade name are the questions which 


But the great majority of these buyers — 26,000 of them—find the answers in- 
stantly in their much-used “Who Makes It?" Directory. 

® Astute manufacturers are protecting their equity in hardware distribution by 
meeting buyers half way. Their ad-catalogs and product descriptions appeor 
where buyers expect to find them when needed —the Merchandise Directory 


® Space reservation NOW is advised while space is available. Regular space 


rates apply. 
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, tive talents to stimulating rtm |transcription companies, station . 
an postwar planning and to | Qua aster Corps War Conference frrreraents nes ah =e research or- Names West-Marquis 
a helping Americans understand the | Sets Up N. Y. Office | f |ganizations and manufacturers — | Ph ay ge Iron oe manu- 
igsueS of the war and the problems; The Quartermaster General has | O NAB Set for have been invited to attend. Be-| 04 turbines: Sunnyvale. Cal. has 
of the peace. announced the establishment of a = s . cause of the war emergency, as- appointed West-Marquis, Los. An- 
Letter Is Returned Quartermaster Corps renegotiation | Chicago in April sociation officials said, few exhibits! peles. to handle a national adver- 
, i : | xpec Ithough space has| ticing 
. » on en article to | Office at 521 Fifth Ave., New York : - : ‘are expected a tising program. 
He was at wor ? The new unit will handle contract; Chicago, March 17.—Frills and | been arranged. 
him an unsatisfactory one, on meet- renegotiation and will have price ad- | @dornments will be out, as far as = ‘ . 
ing the problems of the postwar | i.j-tment and cost analysis branches |the National Association of Broad- Wolsky Heads AMM Lever Appoints Bayliss 
world, when he_ learned of the | similar to those maintained by the | C@Sters is concerned, when its radio Felix M. Wolsk sid f E. Bayliss has been appointed ad- 
death of Johnny Russell. 4, | Office of the Quartermaster General war conference convenes here Martin heieen toena = vertising manager of Lever Broth- 
Notice om’ ew om see :\in Washington. Military and civil- April 26. é \Vork. hes been elected areaeans of | Crs Ltd., Toronto. “ 
“Unclaimed,” stamped on a letter of | >. employes will be attached to The NAB board of directors | tneegy Geen ae ; ; 
ongratulations he had written to/| : selected Chicago as the most logical |t®e Associated Mail Merchandisers 
cong the Jersey City Quartermaster pro- | ; 8 st 108 : EMPLOYEE 
ffice boy upon gradua- es! : |for the coming year. 
his former 0 y up ; curement district. site, it was announced this week, | 
tion as os M. ac ae ore after voting unanimously to aban-| oy b El ts Offic IDENTIFICATION BADGES 
ant, Air orces, nite ates|_ don a regular 1943 convention. The u ec cers TRANSPARENT IDENTIFICATION 
Army.” Birkett Changes war conference, strictly a working| The Lantern Club of Boston has CARD CASES 
Work on the article stopped. In-| @G_ Birkett, formerly with Rich-| meeting, will run through April 29,| elected Shedd Vandenberg of Life, Write for Catalog 
stead the writer began to pen 4a) ardson-McDonald Advertising Serv-| with all sessions scheduled for the| governor, and Hal Johnson of Conde | ST. LOUIS BUTTON COMPANY 
letter to Johnny’s folks. Work on | jce, Toronto, has joined the Toronto | Palmer House. Nast Publications, secretary-treas-| ~"* partes base wl. 
that, too, —-. “What could J office of Stevenson & Scott. Associate members of the NAB—| urer. 415 LUCAS AVE. ST. LOUIS, MO. 
say?” he asked. 
Long after midnight Mr. Rubicam | 
tossed in bed, awake. His subcon- 
scious Mind had performed in his 
sleep, for somehow the story of 
Johnny Russell, and the problems 
of tomorrow, were one. The men 
who would shape the postwar 
America were the “Johnny Rus- 
sells,” millions of them, who had 
left their careers behind them be- 
cause they, too, felt that they 
couldn’t live in Hitler’s world. 
The next morning Raymond 
Rubicam, a painstaking writer, who iene . 
might fuss over a piece of copy for bia ie oe AM sh Mia fi aah ; _ 
days, dictated a first draft. Two 4 ee * os, 
hours later final copy was ready for “aa f le it a: ‘ e : 
the compositor. . oe _ 
iene of this Double Powered 
To an advertising man paid space " — sai 
was the quickest, surest, most ef- : ge si Bg Wisi, e ciieabiaae 
ficient means of putting a message e P ] * calamaaiapie 
across. To the New York Times sa Selling Combination e E cal 
went copy, layout, and a personal ee bss a : a 
check for a full page. : ee 2 a ae ——< = oe 
Among the readers of that page SS a ee a a ae a: fa 
were three associate editors of the 
Reader’s Digest. Each recommended 
publication in the first open issue. | 
. And 60 days later Johnny Rus- | 
sell, who didn’t live to pilot a m ” 
: Thunderbolt against the Axis, was Four generations of the Pattee family 
“ on his way to fight in the war of 
ideas, to live in the thoughts of mil- have regularly read Prairie Farmer. 
lions of readers who might ask, 
- “What kind of world will the John- | 
— nies come marching home to?” sh fA e Pattee 
vith 
ring CHWS s 


ee BALTIMORE'S BLUE 


: NETWORK 
a ee OUTLET 


‘ —&§ y 
his Ee Tn, : 7 


George H. Roeder, Gen. Manager 
New York - Chicago - San Francisco 


of Lowell, Indiana, why he buys what 
he sees advertised in Prairie Farmer 
... he'll tell you it’s because he has 
confidence in its pages! 


of suburban Chicago, a WLS fan since 
radio’s beginning, why she buys WLS- 
advertised products . . . she'll say, 
because she has confidence in WLS! 


Confidence is the first step in making 
any sale. You inherit the complete 
eonfidence and loyal patronage of 
Prairie Farmer Land’s more than 
four million families when you — 


Use the 


HATHIE 


BURRIDGE D. BUTLER. Publisher 


The 15,220,237 people in Prairie Farmer 
Land comprise 4,199,808 families, 2,756,661 
classified as urban, 734,255 rural non-farm 
and 708,892 farm families. They have an 
effective buying income of $13,781,000.* 
Thus Prairie Farmer Land alone is six billion 
dollars larger than New England, three billion 
dollars larger than the Pacific Coast market 
and second only to the Middle Atlantic states. 


Income for year ending September 30, 1942, 
Sales Management Oct. 10, 1942. 
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Morton Campaign Mrs. Lumbers Joins ACA Full-Page Pabst The 793-line association adver-|ger Bros. A. Harris & Co. ang 


on Grapefruit ‘been 


Called ‘Natural’ 


Chicago, March 18.—The current 
campaign theme of Morton Salt 
Company — “Salt makes grapefruit 
sweeter’’—has generated more sales 
power than almost any other in the 
company’s history, C. L. Ostrom, 
advertising manager, said today. 
Company salesmen regard it as a 
“natural” and are working hard to 
get point-of-sale displays to work- 
ing. 

Grocers like the campaign be- 
cause it helps move the record crop 
ef grapefruit, while growers of cit- 
rus fruits have also put considerable 
driving power behind it. 


Salt makes fruit 4 
eer  pADS 


et Cin 
(Fes 
ome, Se 


When it rains 
it pours 


not least, the housewife is intrigued 
by the color combination of big 
yellow grapefruit and the blue Mor- 
ton package. 

Originally, the Morton campaign 
carried the advice, “Save sugar,” as 
a clincher. It was discovered, how- 


. 


Mrs. Dorothy Lumbers, who has 
with Tandy Advertising 
Agency, Toronto, since its organiza- 


|tion, has joined the office staff of 
ithe Association of Canadian Adver- 


tisers, Toronto. 


WLW Appoints White 

S. M. White, former manager of 
local and national rotogravure ad- 
vertising of the Indianapolis Star, 
has been appointed assistant promo- 
tion manager of Station WLW, Cin- 
cinnati. 


NARG Names Counsel 


The National Association of Re- 
tail Grocers, Chicago, has appointed 
Len Arnold and Julian J. Jackson, 


Last, but bomen as publicity and public re- 


lations counsel. 


Copy Sets Beer 
Audience Record 


New York, March 16.—A full- 
page Pabst Blue Ribbon advertise- 
ment in the Dec. 10 Dallas Morning 
News set an all-time record for 
beer advertising, with readership 
ratings of 37% for men and 43% 
for women, according to the 57th 
study of the Continuing Study of 
Newspaper Reading. 

Interest in news treatment of a 
“don’t travel” advertisement run by 
the Western Railway Association in 
support of an Office of Defense 
Transportation campaign, was 
shown by comparison with a simi- 
lar, but smaller, advertisement of 
the Illinois Central Railway. 


tisement attracted twice as many 
readers as the 444-line I. C. copy, 
scoring 17% with men and 15% with 
women, compared with 7% and 5% 
for the individual road. 

A 985-line advertisement for Old 
Gold cigarets, picturing Santa Claus 
with Christmas packages in addition 
to the familiar Reader’s Digest test 
panel, attracted 12% of the men and 
21% of the women. 

Highest reading per line per 100,- 
000 readers was reported by a 150- 
line “Metropolitan Moments” panel 
for Calvert Distillers Corporation 
seen by 6% of men and 7% of wo- 
men, an “index” rating of 40 men 
and 47 women per line per 100,000 
readers. 

Liberal use of white space and 
modern design in the department 
store copy of Neiman-Marcus, San- 


Sears, Roebuck & Co. provide: in 
teresting research materia] on 1 
copy and layout techniques. 
The Continuing Study is 
ducted by the Advertising Researc), 
Foundation, which is  sponsoreg 
jointly by the American Association 
of Advertising Agencies and the As. 
sociation of National Advertiser: in 
cooperation with the Bureau of Aq. 
vertising of the American New. 
paper Publishers Association. ‘ 


local 


con- 


Schenley Names Samish 


Arthur W. Samish, San Francis 
legislative representative for severa| 
California business interests, hag 
been appointed public relations qj- 
rector of Schenley Distillers Corpo- 
ration, New York. He wil continue 
to operate from his San Francisco 
office. 


Co, 


ever, that sugar stocks in the United 
States are so heavy that refiners and | 
growers did not appreciate this note 
and it was dropped from the adver- 
tising. 
try has manifested no unfavorable 
reaction to the Morton campaign. | 

Magazines, newspapers, posters, | 
radio and point-of-sale material are 
embraced in the campaign, one of 
four major promotions to be staged 
by the company this year. J. Walter 
Thompson Company handles the 
account. 


Atlantic Refining 
Airs Baseball Again 


Atlantic Refining Company will, | 
for the eighth consecutive year, 
sponsor broadcasts of major and 
minor league baseball games during 
the 1943 season, which will be 
heard over a network of stations in 
Pennsylvania and along the eastern 
seaboard. Broadcasting arrange- 
ments have been completed with the 
Philadelphia Athletics and Phillies, 
the Pittsburgh Pirates and _ the} 
Baltimore Orioles. 

The schedule for the Athletics | 
and Phillies, which will cover all} 
home games including 28 night con- | 
tests, will originate from Station | 
WIBG. The Pittsburgh schedule, 
covering all games at home and| 
away, will originate from Station} 
WWSW to a chain of western Penn-| 
sylvania stations, with the added | 
use of frequency modulation. The} 
Baltimore Oriole games will be| 
heard over Station WITH. 


Heinz Soup Ads Released | 
Canadian advertising for the new | 
Heinz condensed soup line will be 
released the end of April, while an- | 
nouncements to the trade are being | 
made this week. Complete dis- 
tribution for nine varieties has been 
achieved in the Dominion. 


| 
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Did you miss 
MME. WELLINGTON K00 


JAN MASARYK 
SENATOR BANKHEAD 
in person on the 


MARCH oF TIME 


sponsored by the Editors of 


TIME 
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. . why it wedges itself into a key metalworking man’s life . 
habit-forming it becomes. You can't take time to know THE IRON AGE that 
well first-hand. This series of advertisements should be the next best thing. If it 


succeeds in giving you this insight, we know you'll plot your advertising schedules eas 


ual advantage. 


|" EVERY ADVERTISING MAN who has something to sell the metalworking indus- 
tries — now or later — were a regular reader of THE IRON AGE and knew it 


throughout, we'd have to ration our space. For then you'd know what makes the 


Strangers 


jacturing industries, the 


: ngineer is 
e production e par ne purchasing agen 


0 executives in new positions. 
working industry. 


Twenty-five thousand new 


. . how ee 


Full of 


nd new men going 
red that for eee be ten changes in 
eed a couple of more 
airs, foremen become 
t, hired away by 
p, some 


ory managet will n 


ing u 
another. So it goes: some moving 


out. 


orkers coming into And ball of that n umbet 


ds to make! Thats 


acquaintances and trien Sasch., or Whe 


the doorbells in Ann Arbor, 
ee story. 
is the home town after a thr 


he did not know one : 
| cing a week where he knew ever! 


ee year absenct 
person is ¢ 


and porrow o 


; ent, 
nd joe, the station ag an polit 


anted to slap the one ™ 


{ 
‘ the case tno He w d to sf 
ry} . ante 
‘a gun plants: gbout its seven eon ane whom 
ing out - r ureka ’ 
nosing altimeter 4 cashier at the E 
ho F pre . t maki jatex himse 
, te an whe nip’ nts, re oe 
are being T man are § ratt pia” ‘ to look for 
ries are c re lt . ° 
ks in Facto a nduatry AY “ While INES re shipped to th gre diffe at event if og at the home station was ow 2 
We notice that wor s “feminine aed English which effort only tally et tats dratted and there wos gs 
eo We re % , w Z ) “fn an’t on 
. ste 4 to more and ay not, 9 sais mate labor “ a has to be ns as bolting & * . om t it bee owe driver of the ancient tax! was 9 
erre jatic, . . dram Aynitt ‘ showt nic 
this * uphem te “Mf ale * me the job isnt # : sntial te winnin’ , should he ; is doing. , hi six. 
The correct term this heed om: is just rn to vell him. in and the job with a shiny , 
. , > v = n 7 res 2 
feminine . en we * “king Sows re it fits x t of the sto 
can be of this ac, “PM » neces d that mos . 
We though! « Chiceg? phi 8 prices are Ting com Mattison Me Bill foun familiar names And #@ 
other day porcine abe charged for ww wpite the — Works, Rock- A new and uniam ow ” had left ™ 
mand fe y tiv pric gives are 4 re m chine iN rin der discovered that Toots 
ore uen Hene ae a he q > 
ei 4 ese days f t our hero, Len oy elastic Vint fomnutacturer nt “ now had twins. 
. ee the activ Yee with such = MMF vent idee: gare he could st recod 
law ® n ne re lant it . but e on f 
, ver * the ph wl Sehanged. too. town 5 
nave ™ ight rases that oe asters ° eng oe to a was: “Gosh, the old iow 
° Del . a 3 ¥ 7 chine? / 
Eor Drums he subject of — orite family ) a The Med wei! » 
eo While on t « Lip art, your Mi legal term wok Build Materials. 4 prom 
. the ear Tom le thi Engels sion - contrac : Vital We pnt art 4 ME aunt - the sales and pr ° 
egrem™ , 20 ed noire *- egypustra be : orite, the 0 the pe tnd ory - i; Uncle* 
nals % bo ‘ atrial jour . pilling with ow ct counred photo e niet the somnolent sunshine © nit ¥® 
englists 1h ves equa mone. age : n eY : ou 0 
we think it de 7 we Anale . te phat x COMINE heen . aon war goods. hen you need orders. Y acqucin®™ 
‘ term, 2 . ’ ning © ‘ ; } 
engincennt ae! periseor” ae phras weie® a sr. as photograph: a The time to make their 
YOR eee gg navigate ign anpree™ eo the ows 
optribut : is 20-20 ” pplies 4 ‘ brake 
leu. “ on im « aphem yparition, and M of the year u * hein? E 
onty ** rpetual ay! light much : 
is area of we here there 1s ith it are A 
polar aress. * hs of army —_— 


1 — oa, DUS ao 77” a 
- do no #° a Maw _ B. - we 
only motent quickene™ “Remember the Jacob and Seo shapleigh - Tr 
can We ‘well a cool! ike another lay present * pow vo Srrenee of 
= ohrase that joo 3 ah point aight ‘shift who ae coins 0 twe ro % 
The | from the fr man oD he | ho hasn't ee -+-@— TS wore 
amo » the time, FF three an who 
e ro ly different f ping in e day ny the operator A gent te a with- 
total) "* see n 
ant get wt * = an ee —) wishes pasa in with the 
Le a i 
a F, é es re 4 ooh * 7h = Fig % z oe 2 a 


ee wae 


i ae | 
Pe 
ee 
eS 
1S hoxton: - 
SALT ~~ 
4*. | | 
ee WILLIAMS 
; on GR ee 4 ity 
; ii 2 Be a ee BY J. R. . 
7 P| TIME WAS \| THEY 
| NOT SO LONG } ey TO 
- i co WHE oO MAKE 
| | we AINIST oN EW" F 
: 2 j SSE CLOSE, CO RETHING wnat By 
. ‘ i WO SRILL PRESS oe pBOLT \tT? “he % \ x 
a ail 10 faut L CANT YOO \- a2 / 
“oq _ ONCE 2 RUN ONE ta RECALL “UM ) ; #2. se |] 
i 2 4 - 4 = ‘el & “? 3% iy ; Son ‘ \ : 
ae et) VER gs A: a DA ee 
, mw XG > gl Se Wate | | 
* q : ° —_ ee : ww pe a SA ‘hr eee P 
| fe ee A 4 Bae 
i eg PAE ey ii | 
A. | . odd —~ 2 ~ op liza f A __f = \ 4 = ds ng industry 
ail — - >» 3 it he \§ : 
—_- en SS eh : A = 
Y _ ; ; — 5 res . or cn ait Ming Uf, A s 
| ae Lm BO. | aN eae 
a “a ( wets sls je ig = Yi ‘? i will be in our t 
an » 4, a mi . : ae 33 % = i fv ne "4 
§ —l Oa Ol a | 
—_ : ile th; ae i Namal | mune = 
4 =... ‘A Al — al er -eminas. | | 
oe |) Oe em || ~~ i ; 
: i = a ee p iy , _2 A 1 ‘ 4 gh bie Ga, ; 
Bi: sada TE el . BOS — 
"a | 
ae Ae ea / Xd LHAAM AY ] 
| , | . ee 
a ot — oe ee, Cl 
Ba: - we | ae! 
-_ eens | _ : 
Mes a i ‘ 
Pe ated ° ENTO A NEW GRoup of ea Mi till a 
fe pas NEWS MAKERS ney THURSD eee % 
| ‘Or AY et ” 
ue yy NetWork 10:30) vm. Begone 
oe Pr, 4 : < , ii vee ; 
3 eae, “A 
ee 
ie 4 
Hue ee aye ‘bs 
“sige 
©. ‘ - “ ; ye to eis “ills ee oe ilk ait = a Poa etn? ee ee aa ° a Sa St ae OT | 


A; jo 0 * eee eer et kre 


ADVERTISING AGE 


943 March 22, 1943 

a aE 

a . 

in Printers Publish 

2Cal = 
Complete Guide 

On- = 

eh to War Campaigns 

re 

tion New York, March 17.—The most 

As- comprehensive source book of in- 

Sin formation on government campaigns 

Ad- yet to come out of the war was pub- 

a jished this week by the Graphic 
Arts Victory Committee, which was 
organized last summer to promote 

n the use of printing and lithography 

Sco in the war effort. 

eral The “Guide to Essential Wartime 

has printing and Lithography,” groups 

di. the major information programs of 

‘po. the Office of War Information, the 

nue Treasury war savings staff and 

isco other war agencies under 14 broad 
classifications. They include ration- 


ing, transportation, conservation, 
salvage, redistribution of materials, 
maintenance of durable goods, pro- 
duction drives, nutrition and health, 
manpower, anti-inflation, civilian 
defense, war bonds and stamps, 
morale, business clinics, and secur- 
ity of war information. 

A master table lists each of the 
sub-campaigns, and cross - checks 
the industries which “have a stake” 
in the campaign, or are logical 
prospects for space or printing tie- 
ins. 

With each campaign are included 
governmental sources, trade as- 
sociations and other private indus- 
try contacts, as well as copy themes 
and case histories of war participa- 
tion advertising by various manu- 
facturers. 

Present plans call for the dis- 
tribution of 40,000 copies of the 


guide through the printing, litho- 
graphing, engraving, paper, and 
other graphic arts trades, and 
through government channels. 


Gruen Watch to Send 
Easter Greetings 


Gruen Watch Company, Cincin- 
nati, has announced that it will use 
space in an OWlI-approved list of 
newspapers in several foreign coun- 
tries to extend Easter greetings to 
American service men abroad. The 
space will run 124% inches by 4 col- 
umns except where space purchases 
are limited. Wherever possible, 
mats are being forwarded to the 
newspapers; where this is impossi- 
ble, copy and printing instructions 
will be cabled. 

McCann-Erickson, New York, is 
the agency. 


| Advertising Managers Association. 


Keely Elected President _ 

Robert J. Keely, advertising man- | 
ager of the Advance, Burlingame, 
Cal., has been elected to fill the! 


unexpired term of Emmons Mc- 
Clung as president of the California 


Mr. McClung, city editor and adver- 
tising manager of the South San 
Francisco Enterprise, has entered 
the Army. Mr. Keely was advanced 
from the vice-presidency and is 
succeeded in that post by Warren 
— of the Richmond Indepen- 
ent. 


Redlich Studio Moves 


J. C. Redlich & Co., photographer, | 
has moved from 210 E. Ohio St.| 
to larger quarters at 159 E. Chicago | 
Ave., Chicago. 
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TO GET OFF THEIR CHESTS 


YOUR KEY-MEN prospects in the metalworking indus- 
tries are well-rounded individuals. They’re concerned 
with politics, economics, social reform. Many of them 
came up the hard way... so they appreciate warm, 
sympathetic cartoons of shop men. And they’re human 
and they’re intelligent; therefore they enjoy erudite 
humor. To complement these readers’ tendencies, THE 
IRON AGE is lucky enough to have—among many 
others — these Three Men with Something to Say and 
Weekly Departments to Say it in: 


_FIGHTIN' WORDS _ 


Bibb Mfg. Co. attacks the problem of 
absenteeism from an unusual angle in 
this advertisement, which will appear in 
The Bibb Recorder, circulated among 
| plant workers, and in newspapers of plant 


cities. 


Seeman Brothers 
to Market New 
Odor Killer 


New York, March 16.—Seeman 
Brothers, distributor of White Rose 
tea and grocery specialties, will 
start advertising next month of Air- 
Wick, a new product to neutralize 
unpleasant cooking odors. 

Originally known as Airkem, the 
product’s main component is chloro- 
phyll, the green coloring matter of 
plants. With Air-Wick placed in a 
glass bottle, the consumer need only 
draw out the wick an inch or two 
to allow evaporation of the liquid, 
which gives the indoor air “the in- 
vigorating quality of country air.” 

The campaign is scheduled to 
start about April 1. Media being 
contemplated are spot radio, car 
cards, and newspapers, all in the 
metropolitan district. 

William H. Weintraub & Co. is the 
agency. 


Resigns Position on 
‘Globe-Democrat’ 


Douglas V. Martin Jr., promotion 


JOHN H. VAN DEVENTER, editor-in-chief; author of a weekly 


editorial so thoroughly read and often so widely reprinted that 
his influence permeates American industrial life. 
(Actual readership 92% according to recent survey.) 


J. R. WILLIAMS. Each week his best current machine shop car- 


toon appears in THE IRON AGE. At least four out of five IRON 
AGE readers hunt out this feature each week. 
(Actual readership 80% according to recent survey.) 


ART DIX, conductor of the featured weekly column, ‘Fatigue 
Cracks.” Art claims 18 loyal readers* . . . about one in every 5000 
who see the book regularly. Even if this patently false modesty 
were true, it would be a good page. THE IRON AGE is heavily 
laden with other good material; the other 89,982 readers are loyal 


to other departments. 


*( Actual readership 51° according to recent survey.) 


What makes THE IRON AGE tick? Here are three of 
many important cogs in that complicated mechanism. 


Key metalworking men are most likely to buy what 
they know best. Present your product in advertising that 
reaches these men with their favorite editorial fare .. . 
and they’ll know you best. 


A Chilton Q Publication 


100 East 42nd Street, New York 


manager of the St. Louis Globe- 
Democrat since 1921, has resigned 
'effective March 20. 

| Mr. Martin began his newspaper 
| work as a reporter of the old St. 
Louis Republic, going from there to 
|Nelson Chesman & Co., St. Louis 
|agency, as a copywriter. It was 
| while serving with the latter com- 
| pany that he was asked to join the 
|Globe-Democrat and organize its 
| promotion department. He has been 
jactive in the AFA, Advertising 
'Club of St. Louis, and is author of 
j\the book, “Expectant Fathers — 
|Their Care and Treatment,” pub- 
| lished in 1931. 
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Guards Gardens 


To the Editor: Having been as- 
sured both by the Omaha Police 
Department and the courts of their 
cooperation in prosecuting vandal- 
ism in Victory gardens, we ran the 
enclosed notice in our Sunday Mag- 
azine of March 7. 
that Victory gardeners preserve the 
notice and use it as a warning sign 
on their garden. 

The notice followed immediately 
a front page story relative to the 
kind of treatment vandals might ex- 
pect in Omaha courts, and the prob- 
lem has also been treated in an edi- 
torial. 

The main problem as we see it 
will be one of keeping children from 


playing in the vacant lots which. 


have been considered playgrounds 
by them until now. We hope to 
combat the difficulty through our 
warning sign, stories and future 
publicity. 

At this writing, Omaha’s and Ne- 
braska’s Victory garden front is 
coming along in fine shape. Prac- 
tically every civic, and many pri- 
vate organizations are cooperating 
with the drive and we expect more 
to join as planting time grows even 
closer. We are looking forward to 
a record crop in Omaha in 1943. 

T. W. SUMMERS, 

Promotion Manager, The World- 

Herald, Omaha. 


- 7.9 


Makes Best of 
Makeup Twist 


To the Editor: When a peculiar 
sense of humor on the part of a 
Country Gentleman makeup man 
placed our ad with its headline 
“Help! For Home Washing” beside 
an Omega oil ad with its headline 
“Ouch! My Back,” we had to make 
the best of an unfortunate situation. 

We, therefore, sent the enclosed 
planographed reproduction of these 


OUCH is ricut/ 


This is what “Country Gentleman” 
did to us! (These ads side by side!!) 


= = a 
Steweken OUCH! = 
cage MY BACK © 

meee) motos Ow 
RS STEWARTS BLING) Sea iia 
eres = 


Beverthe less, we still feel thet Mrs. 
Stewert's Bluing end her femous Weshing 
Guide #1!) effect # more persBnent reliefi 


two ads to the food brokers who 
represent us throughout the country. 
We decided we might as well laugh 
at ourselves before others did it for 
us! 

And now all we have to do is to 
get Omega oil to pay for our ad be- 
cause apparently we are making 
customers for them! 

K. W. FAWCETT, 

Luther Ford & Co., Minne- 

apolis. 
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Speaks Up for 
Small Stations 


To the Editor: The remarks made 
by your writer of “Private Lines” 
in alluding to small radio stations 
and the efforts of Chairman Fly to 
aid them sounded like your writer 
has a great disdain for smaller radio 
outlets. I know that your magazine 
is not interested in smaller business, 
but it seems to mé that a construc- 
tive viewpoint toward smaller radio 
stations is even better for Big Busi- 
ness that you represent than that 
which seemed to be in the mind of 
the writer of your “Private Lines.” 

Some weeks ago your publication 
quoted from the Wall Street Journal 
as to whether or not smaller busi- 
ness interests (and I am alluding to 
capital structure and not brain, 
brawn or character) would throw 
in with “wild ideas on economics” 
in the postwar era. It so happens 
that the most conservative thought 
is found in sections remote from the 
metropolitan centers of the country 
However, magazines like yours are 
doing nothing to weld a common 
bond of feeling between the larger 
and smaller component parts of the 
great business machine by being 
high hat. 

It so happens that the smaller ra- 
dio stations have been considered 
vitally important to the war effort 
During a time when all Big Business 
has the government virtually guar- 
anteeing them a profit I would not 
consider it a crime if part of their 
advertising appropriation went to 


We suggested 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


WARNING! 


WARNING! 


THIS PRIVATE PROPERTY IS BEING USED AS A 


VICTORY 
GARDEN 


” ee 


| ‘TRESPASSING IS FORBIDDEN 
AND WILL BE PROSECUTED 
| -TO THE FULL EXTENT OF LAW 


lf Omaha kids use the corner lot this 

summer, they'll have hoes and not base- 

ball bats to play with. The Omaha 

World-Herald printed this warning to 

help Victory gardeners protect their land 
from trespassers. 


the smaller radio stations. My can-| 
did opinion is that bigness in busi- | 
ness is likely to be the force that | 
changes our economic system more | 
than the demands of smaller busi- | 
ness for “wild economics” of which | 
the Wall Street Journal writer was | 
apprehensive. It would be well if 
some men perched on the 40th story 
would get down on the ground and | 
kick up the dirt, and I don’t mean | 
a divot either. 
RUSSELL BENNITT, 

Station KXOX, Sweetwater, 

Tex. 

[Editor’s Note: The comment re- 
ferred to by Mr. Bennitt was not 
based on “disdain” for small radio 
stations or other small businesses, 
but was a factual comment suggest- | 
ing that advertisers will continue in | 
the future as in the past to buy | 
radio time and service for economic | 
reasons and not to keep any par- | 
ticular type of enterprise in busi- 
ness. | 

+, FV F 


Suggests Magazine Pool 


To the Editor: Here’s an idea) 
that ADVERTISING AGE may wish to 
sponsor. You know that all adver- 
tising agencies get hundreds of) 
magazines for checking purposes, 
and I have been thinking of a plan 
to get these magazines into hos- 


pitals here in this country where 
boys from the armed forces would | 


| probably enjoy them very much. 


These boys come from all occu- 


_pations and trades so that trade pa- 


pers as well as farm papers and na- 
tional magazines would be very | 


interesting to them. 


The auto mechanic would like to | 
see Motor Service and other papers | 
in his field. The boy who worked 
in a hardware store would certainly 
appreciate current issues of Hard- | 
ware Age and Hardware Retailer, | 
etc. 

We would be only too glad to ship 
these checking copies any place 
after they have been checked, and 
so that they would be intact we 
would eliminate the clipping of tear 
sheets as is our practice. 

I am writing to you as you may 
be able to work out some plan for 
accomplishing this. 

WELLS H. BARNETT, 

President, Weston-Barnett, Inc.., 

Waterloo, Ia. 


Cites Adman-Prepared 
Industry Relations Copy 


To the Editor: I was very much 
interested in the letter from Ben 
Trynin, in your issue of Feb. 22, 
asking for examples of good indus- 
trial relations literature, produced 
by an advertising man. 

As others who read this letter 
may also be interested, I am send- 
ing you photographs of two indus- 
trial relations posters you may want 
to reproduce in this connection 
They are part of a comprehensive 
program prepared by an advertis- 
ing man—Ben W. Schenker, 540 N 
Michigan Ave., Chicago. 

Practically all his life Mr. Schen- 
ker has written advertising copy 
and been in the advertising agency 
business. The fact that Mr. Schen- 


ker’s industrial relations copy is 
“good” is attested by such users as 
Carnegie-Illinois Steel Corporation, 
General Electric, Packard Motor Car 
Company, Stinson Aircraft Corpora- 
tion, to cite only a few of the big 
war plants that are using this pro- 
gram to reduce absenteeism and 
other manpower problems. 

The basic idea back of this entire 
industrial relations program is to 
appeal to the worker through his 
desire to have the good esteem of 
his fellow workers. In other words, 
being prepared by an advertising 
man, the plan employs an approach 
that advertisers have long known to 
be potent—namely—the appeal of 
social pressure. 

Mr. Trynin and others who wish 
to see actual samples of this “indus- 
trial relations copy by an advertis- 
ing man” may obtain them by writ- 


ing the distributors of the program, | 


Sheldon-Claire Company, 520 N. 
Michigan Ave., Chicago. 
M. ELGuTTER, 
Van Auken-Ragland, Inc., Chi- 
cago. 
ie nk | 


Resents Studio Audience 


To the Editor: I write as one of 


ADMAN-PRODUCED COPY 


oe es 


—~ 


WANTED—FOR MURDER! This man 
calls himself a war worker. He did not 
work today because he did not feel like 
it. Because of him, the war lasts longer. 
Because of him, Americans will die! 


Hitler decorates the absen; 
worker...for the guns that will no: 
shoot-the planes that will no; 
bomb -the tanks that will not attack. 


STAVONTHEJOB STAY ON THE JU: 


Offered as an example of industrial relations copy produced by an advertising 
man, these two posters are part of a program prepared by Ben W. Schenker. 
Chicago. 


the radio audience, and I believe | the point of where a serious griey- 
the opinions expressed herein rep- | ance and much ill will to advertiser; 
resent those of millions of others) will develop. I: refer to the grow. 
who constitute a substantial part of | ing menace of the studio audience 
that audience. Our feelings have | and the tendency of radio artists tp 
been hurt—they are being hurt! play to them rather than the listen- 
daily, and if the present trend con- | ing audience. This situation has 
tinues, our feelings will be hurt to' become increasingly aggravating 


— —_ —... 


So is the littke woman at home. What with 
rationing, shortages and curtailments, 


running a home 


methods, new materials, new ideas are need- 
ed at home as much as they are in business. 


That's where The 


exceptional job in Portland, Oregon. 


For years Mary Cullen’s household arts ser- 


vice has been the 


of thousands of housewives in search of 
homemaking helps. Today, the department 


has geared its co 


Daily it advises authoritatively on how to 
feed a family in a rationed and restricted 


economy; how to 


ances, equipment, furnishings, clothes. 


No wonder The Journal is the preferred 


newspaper in the 


Preferred Newspaper of the Portland Area 


the JOURNAL 


PORTLAND ...OREGON 


Portiland’s A 


Represented by REYNOLDS-FITZGERALD 


Chicage + Philedelphic 


0 


al , = 
a : Z 
PLA = 


Wha ? 


Sure, you're having grief at the office! 


~~ 


is no picnic either. New iin aii aes 

our wartime advertising 
gets better reception from T he 
Journal's informed readers 
..and you get MORE readers 
where you want them—in 
Oregon's Primary Market 
— the Portland Area. 


HERE 11% 


of The Journal’s 140,762 
daily circulation is con- 
centrated. ; 


HERE @G% 


of Oregon’s 35 million 
dollar current monthly in- 
dustrial payroll is earned 
and spent. 


Journal is doing such an 


port-of-call for hundreds 


lumns to wartime living. 


prolong the life of appli- 


Portland Area. 


fternoon Newspaper 


New York 
* Detroit + Los Angeles + San Francisco 
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radio has gone “Hollywood.” 
We are invited to listen to pro- 
grams, yet time after time when we 
do listen we sit by ignored and 
rudely treated while the studio au- 
dience guffaws and emits side-split- 
ting laughter at the antics of the 
performers, of which we know 
nothing. A good joke or point is 
about to be made, but we do not 
hear it because of laughter, ap- 
plause, and even raucous whistling 
and shouting. | ; 

Many prominent artists object to 
the studio audience; it robs them of 
desirable radio technique. It re- 
quires them to divide their ability 
and talents so that both the studio 
audience and the listening audience 
may be pleased, and usually it is the 
latter that suffers as a result. To 
whom are the sponsors advertising? 
The answer is obvious and accord- 
ingly then the sponsor should give 
to listening audiences that attention 
and courtesy a customer, regular or 
prospective, is entitled to. 

It may be desirable for a few pro- 
grams, such as qtiz programs, to 
permit studio audiences, and, of 
course, no objection is raised against 
programs played before the armed 
forces, but generally studio audi- 
ences are not desirable and could 
well be dispensed with. 

The practice of playing to the 
studio audience has been growing 
steadily for the past few years, and 
it is about time advertisers and their 
agencies recognize its annoying and 
perhaps damaging effects. 

R. E. SMILEY, 

Advertising Manager, Conti- 

nental Electric Company, Ge- 

neva, Il. 


since 


Fisher Explains Changes 
in Production Schedules 


To the Editor: 
know that the question of personal 
absenteeism is one of the most 
serious problems confronting this 
nation’s war production plants to- 
day. It is growing more serious. 

It is our belief that one of the 
reasons for absenteeism is a lack of 
understanding, and understandably 
so, on the part of employes as to 
why a plant may conceivably oper- 
ate at full speed for three days and 
then shut down for two. The nat- 
ural consequence is an attitude of 


remium 


Vl oad 


True 
Story 


(the wage earners’ 
favorite magazine) 


gives you these 


“EXTRAS” 


You doubtless | 


“why should I be so punctual at 
work if they can afford to shut 
down the plant right in the middle 
of a job? Why should I work my- 
self out of a job?” 

Perhaps, we should say, not only 
employes but many in business and 
governmental work as well do not 
understand such procedure. 

Recently during ceremonies at- 
tendant to award of an Army-Navy 
“E” to the tank plants of the Fisher 
Body Division of General Motors, 
Mr. E. F. Fisher, general manager, 
attempted to explain to employes 
why production schedules change 
from day to day, with resultant lay- 
offs and cessation of work. His re- 
marks awakened widespread inter- 
est. They resulted in a_ better 
understanding within the plants by 
the employes. 

Mr. Fisher said: 

“There have occurred in this and 


other of our plants what may have 
appeared to you to be inexcusable | 


interruptions of work. It certainly 


long hours of overtime, 
Sundays and _ holidays, 


ing for materials or necessary tool 
changes. Unless all the facts are 
known, these constant face-abouts 
may easily be interpreted as man- 
agerial blunders, poor planning, or 
even governmental inefficiency. 
“But we cannot operate, in war, 
on the ‘steady flow’ basis to which 
we were accustomed in peace time. 
“Frequently engineering changes 
are required immediately to meet 
the continually changing conditions 
on the fighting fronts. Frequently 
materials must be quickly trans- 
ferred to other—and for the time 
being — more important projects. 


and on! 
and then | 
close down for a day or two wait-| 


Sometimes schedule changes must 


“That is wartime efficiency. It is 


be made in the middle of a day’s| radically different from the ac- 


requirement. 


| production to meet an emergency| cepted standard of peacetime 
does not appear on the surface to’ 


be efficient operation when we work | 


efficiency. Regardless of the conse- 


“That is war. That is what we| quences, we must gear our produc- 


are all up against. 
member that the soldiers at the 
front cannot wait. When the boys 
in the foxholes are running low on 
munitions they can’t take a few 
days off to wait for more. They 
must fire every gun as long as it 
will fire. 

“That is exactly what we on the 
production front must do—work to 
our utmost each day with all the re- 
sources at our command. Material 
shortage may have handicapped us 
yesterday; tomorrow the govern- 
ment might find it necessary to al- 
ter our entire program. Neverthe- 
less our job today is to be on the 


job, producing all we can the best 


we know how. 


But let us re-| tion to the ever changing require- 
| ments of the men at the front—not 


to the convenience of those of us 
working safely at home.” 


W. S. McLEAn, 
Director of Public Relations, 
Fisher Body Division, Detroit. 


ms SELL BY MAIL! seem, 


If you have a product to sell to men, 
by mail, advertise it in Popular 
Science’s Classified Section. Then watch 
your sales record. It'll go up! It does 
for over 400 advertisers every month. 
You see, Popular Science pays! Ask for 
Classified Folder A-3 which gives full 
details, 


POPULAR SCIENCE © 


355 Fourth Ave. 
New York Ci 
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Goetz in New Post “MARCH ADVERTISING LINAGE IN FARM PAPERS Farm Papers Show 


John H. Goetz has joined the | Commercial Display Commercial Display Oo ~ 
sales staff of Reynolds-Fitzgerald Including Poultry and Display Including Poultry and Display 27 1% Lina eo 
r iv : Livestock Advertising Livestock Advertising . °o 
newspaper representative, New ——wititiaeun pantettunun 268 1942 stain, 1942, 1943 1942 = 
York. He was previously associated Pages Lines Pages Lines Lines Lines Pages Lines Pages Lines Lines Lines Gain Over 1942 
with newspapers in Schenectady, Monthlies Hoard’s Dairyman .... 30.3 22,078 23.9 17,365 19,633 15.036 
Watertow S d Brid American Poultry Journal: | Indiana Farmer's Guide 14,2 11,109 11.9 9.346 9,756 Hy Lf 
atertown, yracuse an riage- Eastern Edition _.. $2.6 18,264 36.9 15,825 9 5RS 6,821) Kansas Farmer ....... 20.8 15,815 14.9 11,295 13,539 9,861 New York, March 16.—F arm pa- 
port. Central Edition .... 33.6 14,396 24.7 10,586 5,326 | Michigan Farmer ..... 28.2 21,663 18.6 ‘e —— Sane pers in all classifications again 
Western Edition .... 26.0 11,142 16.0 6,867 4,054 | Missouri Farmer ..... 8.2 6.429 5.6 4,394 6,165 118 ain 
tIn all 3 Editions... 20.6 8,825 14.2 6,069 3,939 | Missouri Ruralist..... 198 15.043 13.1 9,934 13.151 8,687 | Scored substantial linage gains _this 
*Better Fruit ........ 8.3 3,483 3.1 5,628 5,62 Montana Farmer ..... 22.1 16,697 18.0 13,583 14.834 11,114 month, the average gain being 2 27.19, 
Breeders Gazette ..... 16.4 7,367 13.6 6,116 4,297 | Ohio Farmer ......... 33.0 25,331 20.3 15,584 24,011 14,253) gover 1942, according to an ADVER- 
Calif i Citrogra h. - 14.3 9,596 15.4 10.348 10,348 | *Oregon Grange : 
chepere “F ot ee 34d 28191 25.3 17,179 16,303 | Bulletin ............ 11.6 12,488 12.0 13,426 12,488 13,426 TISING AGE compilation based op 
*Carolina Co-operator.. 7.4 3,108 11.4 4,797 4,797 | Pennsylvania Farmer.. 27.6 21,227 22.8 17,503 18,373 15,206 figures of Publishers’ Inform lation 
Country Gentleman.... 56.5 38,412 43.2 29,405 36,701 27,985 | Utah Farmer ......... 15.7 11,873 12.9 9,712 10,122 8,361 Bureau. 
*Electricity on the oe o . Pane an oi Western Farm Life. - 34.0 18,048 14.0 26,988 14,588 6,683 Increases include 28.7°, an 
| a errr rer 4.5 1,606 8.3 8,075 1,606 3,075 ii . : ee 7,195 | M h thli 16.7 
‘ Farm and Ranch...... 26.4 19,991 18.5 13,957 17,808 11,526 Total Group ........ 272.0 215,217 206.2 165,504 189,120 147,195 arch montniles, J for Fe ebru- 
| Warm Journal & EE Bi-Weekliew—Febreary oe with e60 taeet shat taunt] eee 30. 0% for February 
Farmer's Wife ...... 56.3 24,172 34.9 14,974 22,534 3.461 | American Agriculturist 25. 5, 805 22. 5, 60 4,22 4,357 
*Flor ida Geovers Mas, 68 4603 8.0 § 435 4.603 5.435|Arizona Farmer ...... 20.7 15,677 18.0 13,57: 15,482 12,943 semi- monthlies; 22. 9% for Feb ruary 
; : *Hoosier Farmer ..... 99 4.459 15.7 7,050 4.459 7,050| California Cultivator... 24.0 18,166 19.8 14,993 17,363 14,609| bi-weeklies; 23.3% for Febru uary 
| *Kentucky Farmers’ Dakota Farmer ....... 22.1 17,086 12.8 9,895 14,136 8.864! weeklies; and 30.8% for Feb ruary 
camcane : Home Journal ...... 12.6 9884 11.0 $683 8,904 1.684) Farmer, The ......... 35.0 37,468 20.7 eae ees 12 ase | Gnilies. 
*Michi F: News. 1.7 3,528 1.2 2.401 3,528 2,401 | Idaho Farmer ........ 19.7 14,885 16.4 12,: »02 2,332 
- oNational 7 oh tu Nebraska Farmer ..... 32.5 24,593 25.4 18,506 19,869 14,762 Markedly noticeable in the com- 
é Producer ....... 1 7.0 5,096 48 3,492 5,075 2,492] ftAverage of Editions 17.9 13,497 27.1 19,719 10,861 15,778] pilation is the gain of 16.7% of 
fJation’s / rie . oe, FS 3,399 6.7 3,017 3,392 3,017 | New England Home- 
4 nt A gy aren ges lee ae 27.1 18,976 25.6 17,926 16,396 15,417| February ae oe compared with 
ED 31.4 14,136 29.5 13,260 11,562 10,516 | Oregon Farmer ....... 18.6 14,093 16.2 12,225 14,030 12,173| last mont when it was the only 
*Ohio Farm Bureau : Hi, 2a § Wr er Th suffer a decline in linage, 
GN Are 8.0 2.609 10.5 4,705 3,609 4,705 Northern Edition ion 28.6 21,620 of 31,506 20, ° 20,33 amounting to 3.7% 
UTA , Poultry Tribune: Southern Edition .... 28.1 21,201 20,785 19,812 19,229 
Eastern Edition 52.4 22,477 9,784 tBoth Editions ..... 26.2 19,820 19,404 18,886 18,220 
Central Edition 44.1 18,921 8,701 | Prairie Farmer: 2 r 
Western Edition 345 14804 7,164 | | Til. & Ind. Editions. 33.4 24.317 26.8 19.514 a7.800 College Magazine 
Facific Edition ..... 36.7 15,723 7.573 tural New orker ... 26. 20,92 27.$ 21,9 6,78! s 
tIn all 4 Editions... 28.2 12,100 6.580 | Wallaces’ Farmer ey 38.3 30,017 27.3 21,401 15,707 Representatives Merge 
> ive Farmer: Washington Farmer .. 21.7 6,366 6.5 2,445 2,337 
wu we edition. 00.9 $2,008 17.861 | Wisconsin Agriculturist 27.9 21,937 17.6 13,779 i2,700| The W. B. Bradbury Company, 
LvOn at COUNTY Georgia-Ala. Edition, 37.8 27,548 18,298) Gg aid Gah tae cane Gukneh ache tne ace New York, representing college 
=. —— a oe Ky.-Tenn. Edition 26.6 26.607 17,135 ota SPOR cecscces 27.5 324,131 349.8 263,647 286,98 234.6 ‘ 
wagarenan, WAYNE COUNTY Mise.-La.-Ark. Edit’n 36.8 26.821 17.062 | _ Weeklies—February ee exclusively, oe, merged 
Texas Edition ...... 40.3 29,308 17.172 Cappers Weekly ...... 6.5 14,646 5.7 12,711 9,338 7,916 bg —— Advertising Sery- 
tIn all 5 Editions.... 32.1 23,391 14,148 | “Washington Grange : P mm , _|ice, New York, representing colle 
Good Mourtin tAverage 5 Editions. 37.9 27.620 17,506 | News ......... sseees 16.9 18,284 17.8 19,285 18,284 19,285 newspapers . ng be 
Southern Agriculturist. 22.2 15,508 10,711 Weekly Kansas City re F : 
Southern Planter ..... 24.0 16,815 12.364 Star: we ER a* a i ‘ Fete B* Both organizations will be under 
Grounds! Successful Farming ... 53.3 23,996 20,101 Missouri Edition .... 9.9 34,293 5.9 14,409 19.293 9,651) the management of the W. B. Brad. 
Total Group ........ 868.3 489,785 687.9 380,424 423,105 $21,837 Phe <>» BEERS 33.3 57,223 29.4 46,403 46,915 36,852 tad | ees -: — at 420 
: ; ailies— y adiso ve. : . ’ : 
Increase your sales in this Monthlies—February 2 4 as _ e ” *Chicago Daily Drovers id n e cneown 1s 
| American Fruit Grower 17.9 8,170 15.5 7,043 8,156 7,043] Journal ............ 22.7 48,200 19.1 40,703 28,545 15,767 | President. 
billion dollar war produc- Arkansas Farmer .... 8.1 6,135 5.3 4,004 5,862 3,936 | «Kansas City Daily 
tion areal Farmer-Stockman .... 18.5 13,945 16.5 12,496 11,790 11,022 Drovers Telegram .. 20.1 42,773 15.8 33,565 31,759 22,597 
*Idaho Granger = 6.8 1,339 6.0 6,482 7,339 6,482) *Omaha Daily Journal ms Buys Los Angeles Bakery 
Thoroughly reach the Wyoming Stockman- » ee ee ees. Stockman .......... 25.6 54,521 18.0 38,298 34,200 21,296 . ; 
| f PORTE vr sness reese: 28 2,507 2.9 2,623 2.227 2,429] eg: Louis Daily Live Langendorf United Bakeries, San 
thousands of homes o Pt ? hes Bronte: ee “a ae ee age ; ag 
= Stock Re porter akon. ee 29,915 10.2 21,619 20.565 13,562 Francisco has purchased Calif« rni: 
highly paid workers who Total Group ........ 54.1 38,096 46.2 32,648 35,374 30,912 iciet ve 5 ae Pa Baki ’ . ) 9 
have over $50,000,000 Semi-Monthlies—lI ebruary Tetal Groep ...csces 82.5 175,509 63.1 134,185 115,069 73,222 aking Company, Los Angeles, the 
— *California Grange ae acquisition adding more than 250,- 
annually te spend! - News ... eo or 12.9 14,000 13.9 14,980 14,000 14,980 “Figures Sorvished ty pettieioer. 000 pounds of bread to Langendort’s 
airyman 8 seague 4 es o « dec ota ‘ 
ALL TIME HIGH 0 A a ee 3.6 2,616 4.3 3,136 2.408 2.705 £1943 one edition of zone; 1942 four editions of zone. | weekly output. 
IN HOME COVERAGE 
37,509 
. 4 a em 
PONTIAL Motherwell Joins CBS Lummis Names Roberts | Winkelman Promoted AU EN ers B 
Hiram Motherwell has joined ond Lummis & Co., Philadelphia, proc- Emanuel Winkelman, who _ has GRANGERS are aries in Cal 
DAILY PRESS Columbia Broadcasting System’s | essor and distributor of peanui been manager of the Lane Bryant| & Geil 72.00eten Washington. Idaho. ir 
PonTiAC - micuican | POStwar department. Mr. Mother- | products and candy, has appointed | Chicago store for the past 12 years, a one campaign at one ‘FARM GROUP 
well was formerly editor of Stage |S. E. Roberts, Inc., Philadelphia, to|has been appointed manager of the PACIFIC GRANGE Pranciec® | 
and until recently had been a mem-| Plan and prepare the company’s|seven Lane Bryant stores, a new |B J. Wm Hastie, New ¥ ork; ye 
ber of the publicity department for | first long-range advertising pro-|post. He is succeeded in Chicago| = tengo! Duncan A. Scott. Paci 
the Welfare Council of New York) gram. A study of the potentialities; by Peter J. Wessel, who has been Ons ENS 


City. \of the industry is now under way. /| manager of the St. Louis store. 


How to write better 
food and drug copy 


One good technique checks right back to the product. Improve the product in the natural Ester form is produced by molecular distillation in high 

and you can’t help but improve the copy. vacuum, a process which gives the resulting concentrate several unique 
We believe that it’s part of your responsibility, as an advertising man, advantages. 

to recommend and fight for product improvement, especially in foods and Distilled Vitamin A Concentrate in the natural Ester form is scien- 

pharmaceuticals for America’s 132,000,000 fighters. tifically uniform in quality, high in potency, two to ten times more stable 
Vitamin enrichment or fortification may be your answer to an improved in heat, light, and air than any other commercial concentrate we have 

product. And if Vitamin A is a logical addition, you will want to get tested. Exceptionally bland, this vitamin A does not impart taste or odor 

and pass along the facts about what we believe to be the finest vitamin to foods or pharmaceuticals. 

A concentrate available. Write for our new illustrated brochure, ““The Story of Vitamin A Esters.” 
Distilled Vitamin A Esters* is the name. This concentrate of vitamin A Get complete information and performance data for your technical men. 


*Protected by U.S. product patent No. 2,205,925 and more than 50 process patent. 


DISTILLATION PRODUCTS. INC. 


re i 55 RIDGE ROAD WEST, ROCHESTER. NEW YORK | 
s owned by EASTMAN KODAK CO. and GENERAL | MIL 


. Sales | Agent: ‘ 
“Special Commodities Division. General Mills, ine... Minnrapolis, % % 


“Oil-Soluble-Vitamin Headquarters” 
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| Admen in the 
Armed Forces 
——— 


The Agate Club of Chicago, the 
oldest advertising organization in 
the United States, paid tribute od 
members who have entered the) 
armed services in the publication of | 
its annual roster. Thirteen men 
are now in uniform. Their former 
connections and present addresses 
are as follows: 

Lt. (ig.) P. D. Allen, U. S. N., 
Business Week, Great Lakes, III. 

Lt. F. W. Chaffee, U. S. N., Good 
Housekeeping, Little Creek, Va. 

Maj. Carl Hart, U.S. A., Esquire, 
Flint, Mich. 

Capt. M. D. Haven, U. S. A., Har- 
per’s Bazaar, DeRidder, La. 

Capt. Roy Husbands, U. S. A.,| 
Woman’s Home Companion, Sum- | 
merville, S. C. 

Lt. John J. Keegan, VU. S. A.,!| 
Vogue, Battle Creek, Mich. 

Lt. Frank J. Kelly, U. S. N., Time, 
Washington, D. C. 

Capt. D. D. McCutcheon, U. S. A., 
Liberty, New York. 

Candidate Robert S. Ogden, U. S. 
A.. The New Yorker, Ft. Knox, Ky. 

Lt. J. C. Wahler, U. S. A., National 
Geographic, San Antonio, Tex. 

Lt. A. B. Wanamaker, U. S. A., 
Architectural Forum, Ogden, Utah. 

Lt. Commander R. T. Whitney, 
U. S. N., Redbook, New York. 

Capt. Arthur Windett, U. S. A.., 


Canada Life Assurance Company, 
Toronto, has joined the Royal Cana- 
dian Navy. 

Myron R. Benson, Cincinnati com- 
mercial and newspaper photogra- 
pher, and son of Rudolph Benson, 
publicity counsel, has been commis- 
sioned a lieutenant (jg) in the 
Navy, and ordered to Dartmouth 
College for special training. Lt. 
Benson will have the distinction of 
having served in both the Army 
and Navy in the present war. He 
was in the Army signal corps at 


Camp Crowder, Mo., when the chief | 


of naval personnel asked for his 


| rade’s staff has been given a leave 
of absence, effective March 24, to 
|accept a captaincy in the coast artil- 
lery anti-aircraft of the Army. Capt. 
Connaughton saw service in the last 
war as an officer with the AEF. 
Michael Progar, former member 
of the advertising staff of the Press, 
Sheboygan, Wis., has received his 
commission as a second lieutenant 
in the field artillery of the Army. 


| 


Joins Guenther-Bradford 


Ray E. Broholm, former con- 
jtinuity director of Station WLS, 


release from the Army so that he | Chicago, has joined Guenther-Brad- 

might be given a Navy commission. | ford & Co., Chicago, as radio direc- 
Grace McKay, who has been with|tor. Previous to his connection 

Gorrie Advertising Service, Ltd.,| with WLS, Mr. Broholm was adver- 

Toronto, for the past 10 years, has tising manager of American Gas 

enlisted in the Cwac. |Machine Company, Albert’ Lea, 
Francis J. Connaughton of Pa- | Minn. 


1943 Art Poster 


Award Bars Any 
Product Subjects 


New York, March 16.—For the 
first time in many years, no com- 
mercial products will be featured as 
poster sketch subjects in the Mc- 
Candlish Art Poster Awards for 
1943, the McCandlish Lithograph 
Corporation has announced. 

A complete war flavor will domi- 
nate this year’s contest, with poster 
subjects confined to war bonds and 
savings stamps and the American 
Red Cross. The contestants are free 
to develop any angle they wish on 
the selling of war bonds and sup- 
port of the Red Cross. 

Members of the jury of awards 


are G. Stewart Brown, American 
Red Cross; Charles T. Coiner, art 
director, N. W. Ayer & Son, Inc.; 
Jacques DunLaney, chief, outdoor 
advertising section, war savings 
staff, Treasury Department; Lester 
Jay Loh, vice-president and art 
director, J. M. Mathes, Inc., and 
Mark B. Seelen, general art direc- 
tor, Outdoor Advertising Incor- 
porated. The contest closes May 1. 


Write for circular on 
ARTKRAFT 
Hot Cathode 
FLUORESCENT 
LIGHTING. 


SIGNS OF LONG 


by 


LIFE 


SIGN CO, LIMA, CHIO 


Newsweek, Rome, N. Y. 
Samuel Westheimer, partner of | 
Westheimer & Co., St. Louis agency, 
has been commissioned a_ second 
lieutenant in the Army, and will be 
stationed at Camp Wolters, Tex. 
William P. Bager, former copy 
chief of Needham, Louis & Brorby, 
Chicago, who entered the Army as 
a private, has completed his NCO 
course and will attend officer’s can- 
didate school. | 
Howard M. Paul, continuity and 
publicity writer for WTMJ, the Mil- | 
waukee Journal station, before join- | 
ing the Navy, has been promoted | 
from the rank of ensign to lieuten- | 
ant (jg). 
Scott Fyfe, advertising manager of | 


| 
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Choice of Those Who Know 


the Hospital Market Boast 


Advertisers in 
Hospirat. MANAGEMENT 


Abbott Laboratories 

A. &. Aloe Company 

American Hospital Supply 
Corp. 

American Mat Corp. 

American Radiator & Standard 
Sanitary Corp 

American Sterilizer Co. 

Armour and Company 


Baker ice Machine Co. 

Bard-Parker Company, Inc. 

Bauer & Black 

Becton, Dickinson & Co. 

S. Blickman, inc. 

G. A. Braun, Ine.—The 
Prosperity Co., Inc. 


Camel Cigarettes 
Cannon Electric Development 


0. 

Cannon Mills, Inc. 

Carrom Industries 

Wilmot Castle Company 

The Celotex Corp 

Chicago Dietetic Supply 
House, Ine. 

Ciba Pharmaceutical Products, 
Ine 

Citrus Concentrates, Inc. 

Colt's Patent Fire Arms 
Mfg. Co. 

Consolidated Laboratories 

Cory Glass Coffee Brewer 
Corp. 

Crescent Surgical Sales Co. 

Cutter Laboratories 

C. R. Daniels, Inc. 


Davis & Geck, Inc. 

R. B. Davis Company 
(Cocomalt) 

J. A. Deknatel & Son, Inc 

Devoe & Raynolds Co., Ine. 

A. W. Diack 


Elkay Mfg. Company 
Everest & Jennings 


Faultiess Caster Corp. 
Finnell System, Inc. 


General Electric X-Ray Corp. 
Goodall Decorative Fabrics 


Hanovia Chemical & Mfg. Co. 
Hoffmann-La Roche, Inc. 
Franklin C. Hollister Co. 
Hospital Industries Assn. 
Hospital Standard Publishing 
Ce 
Huntington Laboratories 
Hussmann-Ligonier—Allied 
Store Utilities Co. 


inland Bed Company 
International Nickel Co 


Jarvis & Jarvis, Inc 
Jewett Refrigerator Co. 
Johnson & Johnson 


Lehn & Fink Products Corp. 


Eli Lilly and Company 
The Linde Air Products Co 
Liquid Carbonic Corp. 
Luse-Stevenson Co. 


McGraw Electric Company 
Macalaster Bicknell Co. 
Massillon Rubber Company 
Meinecke & Co., Inc. 

The Mennen Company 
Merck & Co., Inc. 

Mer-Kil Chemical Prod. Co. 
Wm. S. Merrell Co. 
Middleton Metal Products 
Milwaukee Lace Paper Co. 
Vv. Mueller Co. 


National Drug Co. 
New York Medical Exchange 


Ohio Chemical & Mfg. Co. 


Pacific Mills 

Parke, Davis & Company 

A. Ivan Pelter & Associates 
Physicians’ Record Company 
Albert Pick Co., ine. 

Picker X-Ray Corp. 

Pioneer Rubber Co. 

Procter & Gamble 

Puritan Compressed Gas Corp. 


Ralston Purina Company 
The Refinite Corp. 
Reid-Murdoch Co. 
Ritter Co 

Rosemary Sales, Inc. 
Will Ross, Ine 


Salvus Products, Inc. 
John Sexton & Co. 
Shampaine Co 
Shenango Pottery Co. 
The Silex Company 
Simmons Company 

J. Skiar Mfg. Co 
Smith, Drum & Co 
Spring-Air Co 

E. R. Squibb & Sons 
Frederick Stearns & Co 
Stewart-Warner Corp 
Nathan Straus-Duparquet 
Sure-Fit Products Co. 
Swartzbaugh Mfg. Co. 


Thermo Cuber Co., Inc. 

Troy Laundry Machinery 
Division—American Ma- 
chine & Metals, Inc 

United States Rubber Co. 

U. S. Slicing Machine Co 

Upjohn Co. 

The John Van Range Co. 


Warren Webster Co. 
Westinghouse X-Ray Divisior 


York tee Machinery Corp. 
Zimmer Mfg. Co. 


Manufacturers of pharmaceuticals, hospital equipment 
and supplies, and others specializing in the medical and 
hospital field are in the best possible position to know the 
market and to know the magazines which are doing the 
best job in that field. That is why the continued choice of 
HOSPITAL MANAGEMENT by these experts in the 
hospital field is so significant to the many others interested 
in hospitals, but serving them as only a part of their entire 


marketing operation. 


Take the classification of pharmaceuticals, for example. 
Here is a field where close contact with administrative and 
professional workers is the rule. ‘These alert manufacturers 
learn by their own direct work in the field the publications 
which are editorially alert, widely read and circulated to the 
key men who determine hospital sources of supply for such 
important products as the drugs administered to their 
patients. 


So when HOSPITAL MANAGEMENT 
advertising of such famous houses as Abbott Laboratories, 
Parke, Davis & Co., Eli Lilly & Co., E. R. Squibb & Co., 
Hoffmann-La Roche, Inc., National Drug Company, Fred- 
erick Stearns & Co., Ciba Pharmaceutical Products, Ince., 
Upjohn Co., and Wm. S. Merrell Company, and of such 


‘arries the 


leading producers of other laboratory products as Baxter 
Laboratories, Cutter Laboratories, Lehn & Fink Products 


Corporation, ete., it really means something. 


Other groups of advertisers specializing in the hospital 
field are equally emphatic in endorsing the editorial leader- 
ship and exclusive services available through HOSPITAL 
MANAGEMENT. 


who know the field best is a good medium for you. 


The medium which is chosen by those 


0S pital Management 


The only publication in the field which is a member of both the ABC and the ABP 


100 E. OHIO ST. 
CHICAGO 


330 W. 42ND ST. 
NEW YORK 
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Willys Promotes Alef 
Marvin J. Alef, who 
Willys - Overland Motors, 


Previous to his connection with 
Willys - Overland, Mr. Alef was 
executive vice-president of Detrola 
Corporation. 


Tuttle to Seiberling 


F. K. Tuttle has joined the adver- 
tising department of Seiberling 
Rubber Company, Akron, O., where 
he will be in charge of production 
and purchasing. For the past 10 
years Mr. Tuttle has been a sales 
representative of Akron Typesetting 
Company. 


IDEAS FREE!! 


? 


{t isn't often one gets 
IDEAS dished out 
gratis but our new 
LAYOUT book con- 
tains real ideas 


= hooked up to practical 
if every day problems. 
And it costs you 


+ NOTHING! 

Prepared by a top 
art director. See what 
a man with IMAGI- 
NATION can shake 
out of his sleeve. 
Write today. No ob- 
ligations whatsoever. 


EYE* CATCHERS, INC. '° i. 8%. ** 


joined | 
Toledo, | 
eight months ago as assistant to the | 
president, has been appointed man- | 
ager of the bullet core division. | 


Workers’ Nest Egg 
Is Created by Company 


So that its employes will share in 
war work profit, United Electronics 
Company, Newark, N. J., is creating 
a trust fund to be paid out at the 
end of the war so that workers will 
have a nest egg in the postwar pe- 
riod. The percentage to be placed 
in the fund will vary according to 
profits, but the amount already paid 
in since Jan. 1 amounts to about 
nine per cent of the total paid to 
employes during 1942. Employes do 
not contribute to the fund. 

About 80% of the company’s em- 
ployes are women. To be eligible, 
workers must remain with the com- 
pany until after the war, unless 
called to military service. Each em- 
ploye will receive an amount in 
proportion to his salary and in the 
event of death it will go to his heirs. 

a oo me 

The first two years or so after the 
war, as past experience reveals, are 
the easiest, not the hardest, say Dr. 
Harold G. Moulton, director, and 
Karl T. Schlotterbeck, staff mem- 
ber, Brookings Institution, writing 


Postwar Planning 


How Business and Industry Are Preparing 
for a Peacetime World 
Edited by RALPH O. McGRAW 


in the March issue of Nation’s Busi- 


ness. A study of economic trends! 


in America during and following 
every major war since 1812 indi- 
cates this postwar pattern: 

1. A few months of hesitation. 

2. Then a year or more of active 
business. 

3. A relatively short period of 
trade and financial readjustment. 

4. A successful period of prosper- 
ity extending over several years. 

as as * 


The various types of glass now 
utilizéd in the machines of war will 
contribute much to increased effi- 
ciency and comfort of mankind in 
peacetime, says Edwin R. Crick Jr., 
industrial designer of Pittsburgh 
Plate Glass Company in an article 
in “Pittsburgh Plate Products” de- 
scribing a cook stove of the future. 


Cooking in this stove will eliminate | 


the many “look-sees” at the roast 

chicken or cake because the top and 

front of the oven will be made of 

heat-resisting Herculite plate glass. 
us Be * 


The postwar planning committee 
of the Association of Gas Appliance 
and Equipment Manufacturers has 
suggested among others, the follow- 
ing list of sample questions for the 


| industry to be thinking about: 


1. What will our customers need 


m JACKSON 
Leads All Michig 
in War Bond _ |i 
Purchases! 


‘A BOOTH Newspaper MARKET 


Jackson leads all other Michigan 


war effort. 


power. Jackson's 


last vear. 


cities in War Bond purchases. 
proportion to population, this im- 
portant war market stands first in 


the state, in financing the nation’s 


And this is only one indication 
of Jackson’s increasing purchasing 
industrial 
ployment is up 25° compared to 
Retail sales are running 


from 17 to 20‘¢ ahead of last vear. 


cant 


The 


In 


such density 


Jackson 


tically home by home. 


3 
a 


-~ 


Citizen Patriot 


covers the Jackson Market prac- 


No other 


advertising medium can give you 


of coverage or cer- 


tainty of contact. 


, 
kor more 


em- Patriot. call 


Chicago. 


information on the 


Jackson Market and the Citizen 


I. A. Klein, 50 E. 


42nd Street, New York, or John 
EK. Lutz, 435 N. Michigan Avenue, 


> | 
—— 


and want? 

2. What will be their opinion of 
gas heating services? 

3. How much, if any, premium 
will they pay? 

4. Will our 
shift? 

5. What effect will social changes, 
taxes, new income groups have on 
our acceptance? 

6. What will our customers think 
of us—will present conditions make 
them more partial to competitive 
service? 

7. What should be sold to our 
customers first? What do they need 
and want? What equipment should 
spearhead our sales activity? 

8. How many and what type of 
dealers will be in business? 

9. Can they be organized to start 
our retail activity and what can and 

must be done prior to war’s end to 
| establish practical coordinated ef- 
| fort? 

| 10. How will we work with deal- 
ers, with builders? ‘ 

11. How much of a sales organi- 
zation will we need? 

12. Who among our past and 
present employes can form the 
nucleus? 

13. From what sources will we 
draw our manpower? 

14. How long will it take to hire 
and train new manpower—what is 
our past experience? 

15. What is the life and condition 
of equipment in customers’ homes— 
when can it logically be replaced? 

Bo * * 


potential markets 


Packard Motor Car Company, De- 
troit, isn’t holding back on its post- 
war plans. Officials disclosed last 
| week that Packard is definitely com- 
|mitted to return to manufacturing 
‘automobiles after the war—regard- 
less of whether it continues to pro- 
duce special engines now being 
turned out for war use. The com- 
pany signed on 196 new sales out- 
lets last year, but on the other side 
| of the ledger lost 11% of its dealers, 
representing 242% of its full car 


|volume in peacetime production. 
ut m a 


National Planning Association, 
| Washington, has prepared a bibliog- 
raphy of books, pamphlets, maga- 
zine and newspaper articles on 
| postwar planning. The list was re- 
printed 
| Steel. ‘ 


Eighty per cent of net profits of 
| Jack & Heintz, Inc., Cleveland, man- 
ufacturer of airplane parts, is being 
put into a reserve fund to provide 
' work for its 6,200 employes during 
'the postwar readjustment period, 

according to William S. Jack, presi- 
dent. He says it will require about 


Ba 


ae 


in the March 15 issue of | 


Agency Outlines | 
Planning Functions 


for Peace Years 


New York, March 17.—A funda. 
mental pattern for gearing adver. 
tising agency operation to postwa, 
planning has been suggested by 
Tracy, Kent & Co., New York 
agency, in its recent publication of 
an “Outline for Postwar Planning ” 

The agency has subdivided its ay 
plication of normal services to the 
planning for future markets unde; 
seven broad classifications—prodyc 
development, market research, ap. 
alysis of distribution, merchandis. 
ing, sales research, sales promotion 
and advertising. 

Suggestions in the application of 
analysis and design to product de. 
velopment, for example, include 
planning simplification and stanq- 
ardization of numbers, sizes anq 
styles; reducing number of working 
parts; lowering production costs: 
sampling market demand to de- 


termine color, shape, materials. 
quality, simplicity, efficiency anq 
price; and increasing function oy, 


utility to user or consumer. 

Market research suggestions jn- 
clude study of export fields; growth 
projection of market; consumer re- 
quirements; and study of the rela- 
tive emphasis placed by prospective 
buyers on price, quality, service. 
and other factors. 


Retail Grocers Plan 
° P ° r 
Convention in Print’ 

Abandoning its scheduled 46th 
annual meeting scheduled for San 
Francisco this summer, the Nationa] 
Association of Retail Grocers in- 
stead will conduct a “convention in 
print” during June. 

Proceedings will be carried in 
the June issue of the National 
Grocers Bulletin, official publication 
of the association. Chicago head- 
quarters of the trade group said the 
| board of directors had voted unani- 
| mously to cooperate with the Office 
of Defense Transportation and other 
agencies in keeping travel at a 
minimum. 


Starts ‘Micro Topics’ 
Universal Microphone Company, 

Inglewood, Cal., will start publica- 

tion, the last week of March, of 


“Micro Topics,” a bi-weekly house 
organ for employes and representa- 


six months to retool the plant for a | tives. Plans call for later expansion 
new peacetime product which al-|of the paper into a semi-monthly 


ready has been developed. 


Directs Coffee Group 


Jacob Rosenthal has been named 
executive director of the joint coffee 
committee of the National Coffee 
Association and the Pan American 
Coffee Bureau, New York. He was 
previously assistant deputy director 
of the Food Distribution Adminis- 
tration and with S. A. Schonbrunn 
& Co. 


Evans Associates Named 

Evans Associates, Chicago, has 
been appointed agency for Ander- 
ison Air Activities, aviation instruc- 
tion chain operating at Chester 
| Field, McBride, Mo., General Mit- 
|chell Field, Cudahy, Wis., and at 
fields in Fond du Lac and Antigo, 
Wis. 


‘technical publication for distribu- 
tion to the trade. 
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RCA Offers First 
Purchase Priority 


Plan in Industry 


Camden, N. J., March 17.—Offer- 
theater exhibitors the oppor- 
tunity to apply now for postwar 
deliveries of RCA sound projection 
ind other theater equipment, the 
RCA Division of Radio Corporation 
of America today announced the in- 
dustry’s first ‘“‘purchase priority 


Pi vlanufacture of this equipment 
has been halted by the war and the 
RCA plan would give theater own- 
ers preferred positions on a priority 
purchase list and enable them to 
build up an interest-bearing cash 
reserve to apply against postwar 
purchases. 3 

The postwar need for equipment 
to replace existing machines and to 
equip new theaters may create a 
demand which will exceed the sup- 
ply for as long as two years, accord- 
ing to Homer B. Snook, manager of 
the theater equipment division. 


Contracts Are Offered 


ing 


Under the plan, a theater owner 
determines the approximate cost of 
RCA sound and other equipment he 
will need when manufacturing is 
resumed, and mails in an applica- 
tion for a purchase priority agree- 
ment. A signed contract calls for 
a down payment check and agree- 
ment to pay in at least 20% of the 
estimated purchase price. Several 
alternate payment plans are offered. 
RCA will pay interest on these de- 
posits, and either the company or 
theater owner many cancel the| 
agreement at any time. 

Details were outlined in an eight- | 
page booklet sent this week to. 
19,000 exhibitors 


throughout the | 
country, with the heading “Memo | 
to a theater owner who is planning | 
ahead!” Teaser announcements ap- | 
pearing today in ten business papers | 
asked simply, “Have you applied | 
for your RCA Purchase Priority?” | 

A page of questions and answers | 
in the RCA booklet gives specific | 
information on postwar prices, 


changes in equipment needs, etc. To 
the question, “Shouldn’t I be put- 
ting this money into war bonds in- 
stead?” RCA answers: “Everyone 
has a patriotic duty to put at least 
10% of his income into war bonds. 
Your deposits under this plan are 
probably only a fraction of your 
outlay for war bonds. All trade in- 
dices indicate that the average the- 
ater is enjoying good business and 
therefore is in a position to put a 
little extra aside each week or 
month.” 


Evans Promoted 


Willard Evans, formerly assistant 
research manager, has been named 
manager of research of Blackett- 
Sample - Hummert, Chicago, suc- 
ceeding Fred A. Mitchell, who has 
joined the Army. 


NIAA Plans War, 
Postwar Meeting 


in New York 


New York, March 16.— The Na- 
tional Industrial Advertisers As- 
sociation has completed tentative 
plans for a “Tactics for Today” 
regional wartime conference to be 
held here Friday, May 7, subject to 
the approval of local chapters. 

Plans call for a_ hard - hitting 
one-day session confined to signifi- 
cant wartime objectives, in line with 
the desire of the Office of Defense 
Transportation to reduce unneces- 
sary convention travel. 

Preliminary program plans call 
for a Morning session devoted to 
current problems bearing directly 


(on the war effort such as production | 
|drives and government campaigns. 

The afternoon session will be de- | 
voted to the type of “action now” | 
that companies are actually doing | 
in postwar planning. Emphasis will 
|be on working discussions, rather 
than set speeches. 

General chairman of the confer- 
ence will be E. S. Pattison, of G. M. 
Basford Company. 


KCMO Launches Drive 


Station KCMO, Kansas City, Mo., 
has launched a local promotion 
campaign, using a schedule of daily 
reader advertisements in the Kan- 
sas City Star and car cards in the 
street cars and busses of Kansas 
City Public Service Company. The 
car cards were placed through 


CDNA to Meet 


The annual meeting of the Cana- 
dian Daily Newspapers Association 
will be held April 15-17 at the 
Royal York Hotel, Toronto. 


O’Cedar Moves 


O-Cedar Corporation’s general of- 
fices, laboratories and factory have 
been moved to the company’s new 
building at 2246 W. 49th St., Chi- 


Beaumont & Hohman, Kansas City. 


BIG NEWS! 


In the Wood Products 
* 
INVESTIGATE 


Wood ProoucT 


431 S. Dearborn St., Chicago, Ill. 


wood PRODUCTS 
a) member 


5 in the Fiel 


NOW 
| 5,000 WATTS 
“DAY & NIGHT 


“MORALE,” says the sage, “‘holds the 
balance of power in war.”’ 


But —what is morale? 


It is belief in our cause. Determination 
to win. Knowing how to go about it. It is 
buying war bonds. Collecting scrap metal. 
Giving blood. Paying taxes. Complying 
alertly with ration rules. 

But that’s not all morale is. Morale is 
also—coat hangers! 

Private Bob Jones, of Minneapolis, now 
stationed at Brooks Field, Texas, needed 
coat hangers. So he did what any Minne- 
apolitan-in-a-jam does: wrote to Cedric 


Adams, columnist-about-town of The 
Minneapolis Star-Journal and Tribune. 
Cedric, in a sentence, delineated Private 
Jones’s plight. 

Let the Brooks Field public relations 
office tell the rest: 


“Sitting among half a ton of wire, wood 
and paper, Private Jones found himself like 
the sorcerer’s apprentice who 
tried to sweep back the engulfing 
waters with a broom. 


“He has received more than 
9,000 hangers from all over 
Minnesota. 


“A tailoring firm sent a box of 
fancy wooden ones. Another gen- 
erous soul contributed a portable 
folding set. A grammar school 
drive netted 500—and a letter of 
good wishes from the principal. 


Cedric Adams 


Lonely hearts came through in a big way, 
their hangers replete with pink ribbons. 


“Private Jones equipped seven barracks 
with coat hangers, and if those he has left 
were placed shoulder to shoulder, they 
would reach two and a half miles...” 


Morale is knowledge and faith ... and 
coat hangers. 


Good newspapers serve the na- 
tion by helping build and main- 
tain morale. 

The Minneapolis Star- Journal 
and Tribune, by furnishing com- 
plete news coverage and depend- 
able editorial guidance — and by 
recognizing that all war and no 
play makes Jack a dull citizen— 
play an indispensable part in 
building morale in Minnesota and 
the upper Mississippi valley. 


Minneapolis Star-Journal 2x2 Tribune 


JOHN COWLES + President 


STAR-JOURNAL (evening) + TRIBUNE (morning) Over 300,000 & SUNDAY TRIBUNE Over 350,000 
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Knott Joins ‘Sun’ xc ve Production Levels 


five years assistant manager of the} 

classified advertising department of | 

the Chicago Tribune, has been ap- Rule Ad Budgets 
pointed assistant advertising direc- 

tor of the Chicago Sun, a newly- {G F fi 


created post. 
Shepard Adds Duties 

Stockholder Survey 
Guides Planning 


The Plaskon Company, Toledo, 
of Annual Report 


maker of Plaskon molding com- 
pounds and resin adhesives has ap- 
pointed W. N. Shepard as assistant 
sales manager of all commercial 


products. He will continue to serve | 
the company as advertising man- New York, March 17.— General 
ager. Foods Corporation has established 


three wartime promotional levels 
for its various products, depending 
upon supply, the corporation’s an- 
nual report revealed this week. 

Products are grouped into these 
classes: 

1. Those which are unrestricted 
either from a raw materials or 
packaging point of view—aggres- 


+ > a ae a a a a aes 
* * 
* In 1942 business executives « 


* paid $1,008,305 cash-on- * 


. *% sive advertising since the’ public 

* the-line to read... wants to buy “good” available 
— brands of food. 

2. Those that are restricted, 


allocated or rationed in some way— 
advertising is being continued at a 
reduced level, but sufficiently to 
protect brand acceptance for the 
| future. 

P 3. Those off the market until 
|necessary ingredients and packing 


* CHOOSE THE 
LEADER IN 
* THE BUSINESS 


materials are again available—mod- 
est advertising will be maintained. 


Can Make Quick Changes 


The text also points out that from 
an operating point of view, a pri- 
mary requirement in advertising in 
today’s market is flexibility, and 
General Foods can make revisions 
on short notice. 

GF salesmen will maintain cor- 
dial dealer relationships by continu- 
ing to service their retail routes 
with the following aims in mind: 

1. To keep alive business on un- 
restricted products. 

2. Through maintenance of good | 
will and equitable distribution, pro- | 


tect product acceptance on re-| 
stricted items. 
3. To interpret General Foods 


policies, actions, packaging changes | 
and plans for the protection and 
further development of company 
products in the future. 


Adopts Expansion Plan 


An expansion planning program 
has been created to: 

1. Streamline all units of the 
corporation in the interests of more 
active and aggressive planning for 
desirable expansion. 

2. Bring the three primary crea- 
tive groups dealing with new devel- 
opments in closer working order— 
research, manufacturing, and mar- 
keting. 

3. Facilitates prompt considera- | 


ng 


@ The whole world comes to Memphis 
for hardwoods. Memphis mills in peace 
time ship regularly to every part of 


the globe. And likewise from every- 
where special hardwoods come in to 
Memphis’ immense wood fabricating 
factories manufacture an 
finite variety of finished wood prod- 
ucts. Today Memphis industries are 
doing a tremendous job. 
And in the morrow of peace they will 
stabilizing 


which in- 


largest 


war time 


be a factor in Memphis’ <- 


permanent and solid prosperity. 


Memphis is one of the world’s 
woodworking 
plants 


More than a thousand sawmills in the 


greatest 
with 


centers, 


Memphis area supply the world with for manufacturing 


vood. Hardwoods from Memphis ilmost every conceivable thing 
are used everywhere in today’s homes made of wood. Memphis has 
fc beautiful treatments of floors, the world’s largest hardwood 


s, ceilings, panels and moldings. flooring plants. 
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Opportunity for Permanent Sales Gains in 


MEMPHIS~—world’s 


a 


ve. 
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= | 


| 
| 
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‘ 
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/expansion 


hardwood — 


lumber center! 


The lumber industry is another 
reason why Memphis is a splen- 
did market for permanent sales 


gains. And every advertising| 
schedule should include The} 
Memphis Press-Scimitar one | 
of America’s finest evening| 
papers. 


SCIMITAR 
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| Edison 


Green, H. L. 

| Kresge, 8S. 8 
Kress, 8&. H. 
Lane Bryant, Ine 
Lerner 

MeCrory 


|} Murphy, G. © 


| baked beans, 
|by disappearance 


| essential to the war effort. 


FEBRUARY SALES OF CHAIN STORES 


co——February- 


1945 1942 


—_ 


Food Chains 
tJlewel 
*+Kroger Groc. & 

te) Gg Aso cone 35,26 
+National 
tSafeway 


4,250,928 $ 3,922,374 
26,862,661 

7,298,228 
44,549,585 


Group Total ..... $ 89,850,731 $ 82,632,848 
Mail Order 

Sears, Roebuck..... $ 57,856,927 $ 61,670,963 

Spiegel .. fever 2,969,045 2,907,469 

Montgomery Ward. 41,443,487 37,968,895 


Grand Total.....$102,269,459 $102,547,327 
Drug Chains 
~~ . ) eee ide 769,318 $ 686,970 


WaelareOm ..ccssess 8,589,811 7,236,417 
Group Total.....$ 9,359,129 $ 7,923,387 
Variety and Miscellaneous 

Consolidated Retail 
Stores ‘ 

Bros.. 

Fishman, M H 

Grant, W T 


Stores... 


McLellan 


4,469,092 


Neisner  KBros.... 1,724,677 
Newberry, J. J 4,405,048 
Penney, J. C... 25,417,397 
Western Auto ‘ 1,047,000 4,408,000 
Woolworth, F. W 30,964,965 27,465,989 
Butler Bros.. a 9,215,352 8,697,955 
Interstate Dept 

Stores ee 2,956,762 1,983,368 
Melville Shoe Corp. 2,462,126 2,931,192 
Roses 5, 10 & 25 673,001 519,185 

Group Total.....$153,532,881 $127,618,154 


Combined Total. .$355,012,200 $320,721,716 


+Four weeks and eight weeks, 
*Five-month period, 


March 22. 1943 


es 
% Gain -———Ist 2 Months-— 
or Loss 19438 1942 
+8.4 § 8,563,448 § 7.875 
+ 23.8 64,065,173 52.706 
0.6 13,624,092 13,939. 
+1.2 88,530,647 90,2847 
+8.7 $ 174,783,360 $ 164,807.06 
| Sayer an es 
+2.1 $ 1,371,761 $ 6,070.4 
ee aveankked Paes 
0.3 $§ 4,371,761 $ 6,070.4 
12.0 $ 4,333,149 § 851 
18.7 17,228,027 14.728 


99.0 $ .395,492 §$ 2,074.4 
24.0 6,247,889 1.846 
+ 20.3 730,752 641.4 
+ 23.9 19,814,989 17,399 
+ 21.6 . 
+ 11.5 ~4,083,658 ) 9 - 
21.5 16,812,962 14,476.24 , 
+ 68.0 4,705,087 ; ‘ 
66.2 ose . [es esses he 
+ 24.9 8,994,014 58.11 
7 See vee dee nes 
+ 25.3 11,078,419 9,272.84 
35.0 4,411,365 8,645.84 ; 
0.8 10,964,926 8,900.35 : 
29.4 62,616,662 56,013,736 
10.9 6,506,000 9365.00 
199 60,604,142 55,811,208 
+ 6.0 17,433,410 16,773,206 
Pe steea eas sie ° 
16.0 67,595 6,170.56 
29.6 1309,447 1,045.60 
+ 20.3 $ 267,875,809 $ 242,460,390 


$ 468,592,106 $ 431,927,467 


tion and decision by the manage- | 
ment with respect to recommenda- 
tions, plans and appropriations for | 
investigating and developing prom- | 
ising new ideas or products. 
Immediate acceptance of new 
items to the Birds Eye frosted foods 
line, such as quick-frozen oven- 
has been accelerated 
of many foods 
from the grocers’ shelves due to 
shortages of tin and other materials 


Although the armed forces are 
claiming a large share of Birds Eye 
foods, wider civilian production is 
expected in 1943 on such additional 
new items as mixed vegetables, 
mixed fruits, and cherries. 

The company’s net earnings for 
1942 totaled $13,135,034, compared 
with $13,478,400 in 1941. 


FORCED TO RETURN 
UNFILLED ORDERS 


Chicago, March 16.—Montgomery 
Ward & Co. found it necessary to 
return more than $46,000,000 for 
unfilled orders of its mail order cus- 
tomers during 1942, Sewell L. 
Avery, chairman of the board, ad- 
vised stockholders this week in the 
company’s annual report. 

Although anticipating profitable 
of the company’s mer-| 
chandising facilities with the return 


|of peace, Mr. Avery pointed out that 


“the trend of governmental restric- 
tions and the difficulties of all 
phases of wartime operations make 
it a reasonable expectation that the 
results for the coming year will be 
less favorable.” 

Stockholders will be asked at 
their annual meeting April 23 to 
vote on increasing the authorized 
common stock from 6,000,000 to 
10,000,000 shares, with the addi- 
tional stock to be reserved for post- 
war expansion. 

Although net sales for 1942 broke | 
all records, totaling $635,006,979, 
net earnings declined to $20,437,583, 
compared with $22,351,716 for the 
previous year. 

Spiegel, Inc.—Net loss for 1942 of 
$1,375,821, compared with net profit 
of $1,847,313 for 1941. 

Neisner Brothers, Inc.—Net earn- 
ings for 1942, $754,822: for 1941, 
$850,866. 

Scott Paper Company—Net earn- | 


$1,939,629. 


/1941, $6,817,159. 


1942, $2,438,910: for 1941, $3,511,112 


‘ings for 


—— 


ings for 1942, $1,750,792; for 194). 


Basic Refractories—Net profit fo; 
1942, $670,293. 

Elgin National Watch—Net profit 
for 1942, $1,123,627. 

Studebaker Corporation Net 
profit for 1942, $2,048,278; for 194]. 
$2,486,397. 

Monsanto Chemical Company 
Net income for 1942, $5,587,738: for 


Belden Mfg. Co.—Net profit for 
1942, $459,247; for 1941, $641,405. 

National Tea Company Net 
profit for 1942, $412,155; for 1941, 
$425,152. 

Commercial Credit Co.—Net in- 
come for 1942, $7,068,420; for 1941, 
$9,081,949. 

Sun Oil Co.—Net income for 1942. 
$8,671,050; for 1941, $16,014,595 

Bridgeport Brass Co.—Net earn- 
ings for 1942, $1,522,161; for 1941, 
$1,932,150. 

American Sugar Refining - 
income for 1942, 
1941, $5,417,513. 

Stewart-Warner Corp.—Net earn- 
ings for 1942, $1,590,454; for 1941, 
$1,656,680. 

National Dairy Products—Net in- 
come for 1942, $12,221,852; for 1941, 
$12,334,734. 

Celanese Corporation—Net income 
for 1942, $7,098,511; for 1941, 
$7,105,685. 

Walworth Co.—Net income for 
1942, $2,063,189; for 1941, $2,003,137 

McGraw-Hill—Net earnings for 
1942, $1,018,074; for 1941, $1,116,397 

Trane Co.—Net earnings for 1942, 
$349,855; for 1941, $522,136. 

Royal Typewriter—Net profit for 
1942, $174,321; for 1941, $1,281,629. 

Coca-Cola Co.—Net profit for 
1942, $23,267,446, for 1941, $28,908,- 
374. 

Simmons 


Net 
$3,783,196; for 


Co.—Net earnings for 


International Silver—Net earn- 
1942, $818,416: for 1941, 
$1,468,307. 

Union Carbide 
earnings for 1942, 
1941, $42,041,624. 

Ruberoid Co.—Net profit for 142 
$788,288; for 1941, $1,563,099. 

TWA—Net profit for 1942, $2,! 
035; for 1941, a net loss of $487 

Oneida, Ltd.—For the fiscal 
ended Jan. 31, 1943, net | 
totaled $340,599 against $606,98 


& Carbon—Net 
$38,088,722; for 


Q-—* to $1.00 Variety 


cation has it? 


What is the largest audited circulation in the 


> 


Store Field and what publi- 


A—16.809—The Syndicate Store Merchandiser. 


For 5e to $1.00 Variety Store Market Facts V 


\ SYNDICATE STORE MERCHANDISER. / 


79 Madison Avenue. New York. N. Y. 


CHICAGO - LOS ANGELES - ATLANTA chy 
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the comparable period in the pre- 
ing year. 

a a Printing Ink—Net earn- 

ings for 1942, $600,378; for 1941, 

070. 

a 3 's, Playing Card—Net earnings 

for 1942, $1,035,238; for 1941, 
17,648. 

+ noone Corp.—Net earnings for 

1942, $344,046; for 1941, $346,463. 
Marchant Caleulating—Net profit 

for 1942, $745,991; for 1941, $926,844. 
Corn Products Refining — Net 

earnings for 1942, $8,661,323; for 

1941, $10,266,027. 
National Gypsum—Net profit for 

1942, $1,048,059; for 1941, $1,538,816. 
International Harvester—For the 

fiscal year ended Oct. 31, 1942, net 

profit, $26,746,552; for the like 

period in the preceding year, $30,- 
4.588. 

. larshall Field & Co.—Net earn- 


ings for 1942, $4,167,122; for 1941, 
$4,685,942. 
Electric Storage Battery — Net 


profit for 1942, $1,997,026; for 1941, 
$3,312,414. 

Fairbanks, Morse—Net earnings 
for 1942, $2,677,960; for 1941, $2,- 
920,960. 

Bausch & Lomb Optical Co. and 
subsidiaries—Net earnings for 1942, 
$1,195,416; for 1941, $1,389,559. 

Hershey Chocolate—Net earnings 
for 1942, $5,126,114; for 1941, $5,- 
943,925. 

Republic Steel—Net earnings for 
1942, $17,154,578; for 1941, $24,- 
038,339. 

Burroughs Adding Machine—Net 
profit for 1942, $4,506,801; for 1941, 
$4,771,305. 

Vadsco Sales Corp.—Net profit 
for 1942, $219,608; for 1941, $121,553. 

American Home Products—Net 
earnings for 1942, $4,286,246; for 
1941, $4,364,560. 

Lambert Company—Net earnings 
for 1942, $1,536,085; for 1941, 
$1,350,410. 

Paramount Pictures—Net earn- 
ings for 1942, $14,525,000; for 1941, 
$10,251,242. 

Dixie-Vortex Co.—Net earnings 
for 1942, $927,552; for 1941, $933,702. 


Vogel Resigns 
A-Mike Vogel has resigned as 


director of publicity of Station 
WHN, New York, effective April 1. 


PREMIUM © 


(THE WAGE EARNERS’ 
FAVORITE MAGAZINE) 


Gives you 
these 


“EXTRAS” 


I Most Wage Earners at Least Cost 
2 Highest Average Ad Readership 
3% Record Pass-Along 

4 Least Duplicated Audience 

5 Cover-to-Cever Readership 

© Moves with the Payrolls 


Swift Retires 
Two Veterans of 


Public Relations 


Chicago, March 18.— Arthur D. 
White, head of the public relations 
department of Swift & Co., retired 
this week after 52 years with the 
company. He was the second pub- 
lic relations veteran to leave Swift 
within six weeks, as Richard D. 
Hebb, who founded the division, 
gave up active work in February. 

George C. Reitinger, 38, who was 
assistant to Mr. White, has been 
appointed manager of the public re- 
lations department. Mr. Reitinger’s 
post has been filled by Albert W. 
Bates. 

Mr. White joined Swift & Co. in 
1891 as messenger, but quickly 
gravitated to the advertising de- 
partment. He became advertising 
manager, but was attracted by the 
growing importance of public rela- 
tions and gradually shifted his ac- 
tivities to that phase of the business, 
becoming department head. 

Mr. Hebb was formerly city edi- 


tor of the Chicago Daily News. He} 
joined Swift in 1916, becoming the | 
first man in the company to devote 
his complete attention to public re- 
lations. He started the “Swift 
Arrow,” internal house organ, in 
Chicago in 1921, and added many 
others in other cities as Swift plants 
sprang up. 


Changes to Tabloid 


As a paper conservation move, 
the Gazette and Daily, York, Pa., is 
changing to tabioid size starting 
April 1. There will be five columns 
to the page, each column two inches 
wide and 16 inches deep. 


‘Financial World’ Moves 
Guenther Publishing Corporation, 

publisher of Financial World, has 

moved from 21 West St. to larger 


quarters at 86 Trinity Pl, New 
York. 


Wakefield Appointed 


Carl C. Wakefield Advertising 
Agency, San Francisco, has been ap- 


pointed to handle the advertising of 
Brush Slocumb & Co., San Francisco. 


Survey Reveals Mayor 
Has Radio Audience 


The Pulse of New York’s 100% 
Yardstick Radio Survey in the met- 
ropolitan area indicated that Mayor 
La Guardia’s weekly broadcasts 
on Sundays over Station WNYC 
tops all other programs on the 1 to 
1:30 p. m. spot. 

The following ratings for the 
mayor’s broadcasts in percentage of 
radio homes are shown by the sur- 
vey Dec. 13, .7%; Jan. 10, 1.3%; 
Feb. 7, 1.7%; March 7, 3.0%. The 
program with the next largest audi- 
ence on March 7 was Horace Heidt 
on WJZ with a rating of 1.7%. Sig- 
nificant is the fact that a non-com- 
mercial program on a municipal 
station outranks in its audience the 
fare offered by any of the other 
stations. 


Cole Joins Airline 

Percy Cole, formerly with The 
Monetary Times, Toronto, has been 
named executive assistant of Cana- 
dian Pacific Airlines, Montreal. He 
will be succeeded at the Times by 
S. C. Willson. 


Dailies Boost Price 

The Telegram and Evening Ga- 
zette, Worcester, Mass., morning and 
/evening papers, respectively, have 
announced an inerease in their 
prices from three to four cents daily. 


No increase was scheduled for the 
Sunday Telegram, 


DO YOU KNOW AN 


ARTIST... 


. . « Who excells in LETTERING and 
layout, who is draft exempt, and 
who is looking for an opening which 
offers excellent living and working 
conditions? 


If so, do him a favor and show him 
this ad. We're a “going places” 
agency in a medium-size midwestern 
city. We have a good spot for a 
ood man. It will save time if those 
nterested will send samples and 
complete details in their first letter. 
Samples will be returned. All cor- 
respondence confidential. 


Box 4009, 
ADVERTISING AGE, Chicago, Ill. 


NEVER UNDER 64.3! That’s the 


WGBI Hooper Listening Index in Scranton 
... !he Hub of America’s 19th Market! 


Lend an ear to Mr. Hooper . . . he’s uncovered a WGBI 


coverage story in Scranton that tells everything. On his LISTEN- 
ING INDEX, WGBI starts in the morning at 64.3... and that’s the 
low! In the evening, that rating climbs to 65.1... IN THE AFTER- 


NOON IT’S A PHENOMENAL 73.7! What about other stations? 
Well, six or more of them SPLIT what audience WGBI leaves. 


SCRANTON 


CBS AFFILIATE 


910 KC 


1000 WATTS DAY 
500 WATTS NIGHT 


Mr. Hooper pretty well proves what we’ve always known 
about SCRANTON—WILKES-BARRE... The Nation’s 19th 
Market. One station; WGBI, runs away with the audience as big 
as it is. That’s why most advertisers RELY on WGBI. Ask your 


John Blair man. 


(Figures from Hooper Station Listening Index—Nov.-Dec., 1942) 


WGDI 


FRANK MEGARGEE, President 


& 


PENNSYLVANIA 


LAIR 


COMPANY 


National Representatives 
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Food, Agency Men 
Asked to Aid ‘Red 
Stamp’ Rationing 


Campaign Projects 
Are Outlined at 
Chicago Meeting 


Chicago, March 17.—Details of a 
gigantic campaign to crush the 
black market in meat and make 
“red stamp” point rationing work 
were unfolded here yesterday before 
leading food advertisers and agency 
executives. 

Government spokesmen and rep- 
resentatives of national advertisers 
addressed the gathering, both groups 
emphasizing the enormity of the 
task ahead and the speed required 
in acquainting retailers and con- 
sumers with the program. 

Importance of voluntary industry 
cooperation with the government 
was stressed by William B. Lewis, 
assistant domestic director of the 
Office of War Information, who 
pinch-hit for Gardner Cowles Jr., 
OWI domestic director, as chairman 
of the meeting. Red stamp point 
rationing is to start March 29 on 
fresh, frozen, cured and canned 
meat, canned fish, all cheeses except 
perishable varieties such as cottage, 
cream, limberger, bleu, etc., butter, 
lard, margarine, shortening, and 
salad and cooking oils. 


Program Is Complicated 


The latest rationing program, Mr. 
Lewis pointed out, is the most com- 
plicated and far-reaching to date 
and it offers serious problems. Most 
of the products are perishable or 
semi-perishable. The red stamps of 
War Ration Book 2 will be used, 
with a procedure similar to use of 
the blue stamps; but a different 
series of stamps will become valid 
each week and retailers are to use 
one-point red stamps in making 
“change’’—a step avoided under the 
rationing of processed foods. Con- 
sumers will be forced to learn the 
use of a table of point values, not 
only in pounds but in ounces, since 
the retailer cannot cut meat and 
cheese to exact weights. And the 
black market threatens to defeat the 
entire program by upsetting the 
supplies upon which the program is 
based. 

As “thought-starters” for adver- 
tisers, the OPA campaigns branch, 
with the assistance of the Advertis- 
ing Council, has prepared a hand- 
book outlining eight major projects 
and suggesting copy themes for 
each, with the aim of making tie-in 
copy factually accurate and timely. 
These eight basic projects are: 

1. Explain need for red stamp 
point rationing. 

2. Explain how to shop with red 
stamps. 

3. Explain how to budget points 
and plan nutritious meals. 

4. Explain how to extend meat. 

5. Urge housewife to meet her 
retailer half way, to avoid conges- 
tion through new shopping habits. 


COLLINS 

MILLER & 
HUTCHINGS 
INC. 


Photo-engravers in Chicago 
207 North Michigan Avenue 


FRANKLIN 


9894 


6. Educate retailers how they 
can help. 

7. Tell farmers how they can 
cooperate. 

8. Help kill the black market. 


Mats Are Offered 


Themes under each project are 
enumerated and the handbook re- 
produced suggested newspaper ad- 
vertisements which may be obtained 
from Meyer Both Company, Chi- 
cago, or from the OPA campaigns 
branch, Washington, D. C.; and 
booklets on tested wartime meat 
recipes, extenders, meal planning, 
etc., available from the American 
Meat Institute, Chicago, the National 
Live Stock and Meat Board, Chi- 
cago, and the Bureau of Home Eco- 
nomics, Department of Agriculture, 
Washington, D. C. 

All facets of the OWI’s Office of 
Program Coordination, headed by 
H. Andrew Dudley, will be drawn 
upon to support the informational 
program in coming weeks. The gov- 
ernment has no control over the 
amount of space and time actually 
devoted to the program by major 
media groups, however, and it is 
here that the advertiser can step 
into the breach, Mr. Lewis declared. 
The government is asking manufac- 
turers, wholesalers and retailers to 
support the program voluntarily 
with their own copy, based on the 
over-all objectives of the drive. 

That there will be no blackjack- 
ing of advertisers into contributing 


OPA SUGGESTS THESE LAYOUTS FOR 'RED STAMP’ RATIONING 


eS oe 


— 


Here's he Waar AND How LET'S KILL THE 
of RED Stamp Food Rationing BLACK MARKET 


to provide your family with your share 
Oficial [Information approved by the Office of hacheensendoan-tinchatnenrdasesed 
Price Administration. Published in the public 2 iraieae 
interest by + ++ SPONSORS NAME + + * awe eete Se 


tev, of he eo Soe tee - 


Your part in the RED STAMP 
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Gor fighting men 3 come first 


00 9 chavs ond chore ahha 0 tee Awarwen way 


Sample advertisements are included in the new adman's handbook prepared by the OPA and Advertising Council to help 

make a success of red stamp rationing of meat, canned fish, cheese, fats and oils. A mat of the center copy is available 

from the Meyer Both Co., Chicago, for 25 cents; the rural press copy at the left and black market message at the right can 
be obtained from the OPA campaigns branch, Washington, D. C 
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space was echoed by Paul West,|tional Advertisers, who urged the | over the coordinated program. Out- 
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formation of the Advertising 
Council, he said the organization 
now is in a position to give the gov- 
ernment and advertisers a real serv- 
ice. Advertisers, in turn, can help 
reserve the tool of advertising for 
the postwar period by contributing 
to the war effort even more heavily 
than in the past. 


AMI Aids Program 


The possibility that meat ration- 
ing will enhance the black market, 
at least for a time, was cited by 
Norman Draper, director of public 
relations of the American Meat In- 
stitute. Advices to the institute 
indicate that approximately 12% of 
the current market is of the “black 
variety,” he said. Dangers of the 
black market are mentioned in the 


latest institute advertisement ap- 
pearing this week, in 1,750 and 
1,200-line size, in 375 dailies 
throughout the country. Retail 
stores will be provided with blown- 


up posters of the copy. The insti- 
tute also is distributing large num- 
bers of a booklet warning against 
the black market. 

The Food Distribution Adminis- 
tration’s campaign to wipe out black 
markets was described by Morse 
Salisbury, director of information 
for the Department of Agriculture. 
With advertisers backing up the 
effort along the national front, the 
FDA and OPA will effect a live- 
stock slaughter and dealer permit 
system March 31; will depend upon 
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The consumer's part in checking the black 

market is pointed out in this advertise- 

ment run in 375 dailies last week by the 
American Meat Institute. 


a set-aside order to meet war 
requirements; and will set up whole~ 
sale and retail price ceilings pro- 
viding the maximums which retail- 
ers and consumers can be charged. 
Pork is first on the list, with ceilings 
after April 1 for 66 cuts, subdivided 
by grade and other’ variations 
into 230 sub-classifications. Similar 
cents-per-pound ceilings will be re- 


vealed within the next few weeks 
for beef, veal, lamb and mutton. 


Denies Hoarding Claims 


Claims in some quarters that the 
government itself is hoarding food 
—for the armed forces—were de- 
nied as illogical by Col. John Gage 
of the Chicago Quartermaster 
Depot. He advised manufacturers 
who felt the war would be over 
quickly to add a full two years to 
their predictions. That the Army 
is practicing conservation of food, 
as well as the civilian population, 
was maintained by Robert C. Pol- 
lack, of the National Live Stock and 
Meat Board. The board is aiding 
the government’s nutrition program 
through its staff of home economists 
and distribution of literature on 
meat extenders, etc. 

Noting the number of full-page 
and large-space advertisements in 
the adman’s handbook, Arthur Mc- 
Callum, president of Flako Products 
Corporation, Chicago, inquired 
where the small-space advertiser 
fits into the picture. Flako, he said, 
employs 50-line advertisements once 
a week in 650 daily newspapers east 
of the Mississippi and north of the 
Tennessee line. Fifty per cent of 
its space is at the disposal of the 
government—if it wants it—Mr. 
McCallum said. The meeting chair- 
man, Mr. Lewis, assured him that 
the government would welcome 
such support from Flako and any 
other advertiser who volunteers to 


-_ = 
swing his small-space units behind | 


the rationing campaign. 

Although some industry leaders 
have protested that the time be-| 
tween now and the meat rationing | 
date is too short to get the drive 
in full swing, many have copy ready 
to tie in and will adapt it to the 
announced program. 

The OPA had planned to dis- 
tribute a million four-color posters, 
as well as millions of consumer in- 
struction sheets, explaining the “red 
stamp” rationing program. Because 
of delays in the Government Print- 
ing Office, Chicago OPA officials 
said, the poster order has been can- 
celed. Store charts still must be 
prepared for retailers, and are ex- 
pected to be in their hands shortly. 

During the March 21-April 11 
period, advertisers are urged to 
explain to consumers how to shop 
with the red stamps and how to use 
the table of point values. The 
ration is on the basis of 16 points 
per week, with point values on a 
per pound and ounce basis. All 
cuts of meat and their names will 
be standardized to “the greatest 
possible extent,” the OPA said. 

Canned meat and fish were 
“frozen” on Feb. 18 and the “freeze” 
on all other rationing commodities 
under the program—except for meat 
—starts March 21. Beginning March 
29, a red stamp with a different 
letter becomes valid each week 
until April 30. Point value of any 
red stamp food will be for one 


th Forget -Me ‘Note 


AND FORGET-ME-NOTS ARE BLUE! 


With Amnesia... our composite con- 


sumer... out-of-sight always did mean 


out-of-mind. 


And that’s liable to mean out-of-pocket 


for you in post-war days if your product 


... if you stay within hearing of Am- 
nesia and her 130,000,000 forgetful 


fellow consumers. 


is partly or wholly removed from Am- 


nesia’s shopping bag for the duration. 


The answer? “Say it with forget-me- 
nots!” Say it with wartime advertising 
and especially wartime radio. For out- 


of-sight need never mean out-of-mind 


... With its aggressive audience build- 


to-coast 


ing policies Pa 


And by the way. it’s no coincidence 
that forget-me-nots are BLUE. 


Because the fast-growing Blue Network 


wo) we] 


coverage ... can carry 


wartime message into more homes per 


dollar than any other national medium. 


. and its efficient coast- 


your 


WARTIME GROWTH IN BLUE TIME SALES 


IN 1942 » 


than in 1941. Here are 
percentage gains by 
quarters. 


22% 
APR.- 


Ponsors spent 22.7% 
more on the Blue Network . 


a 


quarter hours. 


a 


And the trend is still trend- 
ing! This February, BLUE 
evening commercial quar- 
ter hours numbered 70 
against 53 a year before. 
In that period, the BLUE 
was the ONLY network to 
gain in total commercial 


The Blue Network 


A RADIO CORPORATION OF AMERICA SERVICE 


pound, but a special table will help 
the retailer and customer figure 
points required for odd ounces. 
Admittedly, the figuring of points 
for ounces offers one of the greatest 
problems of red stamp point ra- 
tioning. 


Macfadden Gives 
Annual Estimate 


of Family Income 


New York, March 17.—Between 
Jan. 1, 1942, and Jan. 1, 1943, 3,388,- 
309 families moved up into the 
economic bracket having an annual 
income of $2,000 or more, while 
during the same period 3,394,482 
families moved out of the economic 
bracket represented by the under- 
$2,000 groups, according to the 
eighth annual estimate of distribu- 
tion of U. S. families by income 
groups, just released by the re- 
search department of Macfadden 
Publications. 

At the beginning of 1943, accord- 
ing to the Macfadden estimates, 
7.6% of all U. S. families had in- 
comes of $5,000 or more; 15.5% were 
in the $3,000-$4,999 bracket; 28.2% 
fell in the $2,000-$2,999 division; 
32.6% were in the $1,000-$1,999 
category; and 16.1% had incomes of 
less than $1,000. Comparable fig- 
ures for the previous year showed 
the highest bracket with 5.7% of 
the population; the next with 12.1%; 
the middle group with 23.7%, the 
$1,000-$1,999 group with 36.5%; and 
the lowest group with 22% of the 
families. 


Urban Increases Highest 


When urban families only are 
considered, the picture of rising 
family incomes is even more clearly 
drawn. The figures are as follows: 
$5,000 and over, 1942, 6.8%, 1943, 


8.6%; $3,000-$4,999, 1942, 13.4%, 
1943, 17.6%; $2,000-$2,999, 1942, 
26.1%, 1943, 31.3%; $1,000-$1,999, 
1942, 35.7%, 1943, 30.4%; under 


$1,000, 1942, 18%, 1943, 12.1%. 

According to the Macfadden fig- 
ures, on Jan. 1 of this year there 
were 2,641,125 families in the over- 
$5,000 group; 5,393,158 families in 
the $3,000-$4,999 group; 9,840,436 
families in the $2,000-$2,999 group; 
11,351,735 families in the $1,000- 
$1,999 group; and 5,628,998 families 
in the under-$1,000 group. The total 
number of families for the country 
is given as 34,855,452. | 

In the urban group, in which 
there are reported to be 20,597,420 
family units, the Macfadden report 
splits them income-wise as follows: 
$5,000 and over, 1,771,386 families; 


$3,000-$4,999, 3,625,163 families; 
$2,000-$2,999, 6,447,024 families; 
$1,000-$1,999, 6,261,617 families; 


under $1,000, 2,492,230 families. 


Three Chicago Dailies 
Reduce Column Size 


To conserve newsprint supplies 
still further, the Chicago Daily 
News, Sun and Tribune have an- 
nounced that they will change over 
from 12% to 12-em columns, which 
will result in a reduction of the 
page width by approximately 2/3 
inch. 

The News and Sun, which is pub- 
lished at the News plant, are effect- 
ing the change with March 22 issues 
while the Tribune will adopt the 
narrower column on March 30. Page 
depths will remain the same as pre- 
viously. 


Jn \OWA 


First in 1938 
First in 1937 
First in 1938 
 Firstin 1939 — 
First in 1940 _ 


First in 1941 | 
FIRST IN 1942 


In Total Paid Advertising — 


icnlia Siciae nae Ale 


ea . ze 
= | ee | oe 
— = eres 
[ | Reems NN ES ae 
Stepdasosases 1! 7 fee | 7 
es en ee 
“tounasas canoe ene 5 ewes 
———— ————— 
| Sense SES SS a | 
ante 6 Gases eeeem Pye 
| - —_ <> ante Semen —e 
| haan A 
Ip 
le 
1) 
— 
Jut- é 
led 
OCC $ 
— 
\ — 
Pe ee | pow 
| a 
a eee | 
eee — : 
cease oa 
ee ZA } 
nN c =e 
— —— ws 
— i a PY 
- & , 
eet y 
| . We 
' - 
! le , a 
| * | 2 
i ie’ be 
% Ee 
+ , a 
'; J ts ). _ 
: bd 3 
ts: | e 7 
s haa N, ' 
- % 7 ea | " 
| so Pe oct a Sg ae | . 
‘ JULY oan § ’ oa 
L AR june «SEPT. DEC. Kerp EM » 2 
| nae , ao 
A — = Bee < > BERING a 
> | Pe. | RememnER’™ - ; 
: 91 at ay, ——— —L—ee 
% ” i Rece <i ™ wr, 7 s | - : : — z 
: — | ‘THE CEDAR RAPIDS - 
rented ee ee | GAZETTE 
| -— MLANKETS HOWA'S RICHEST MARKET: ‘ 
Represented Motionaily by ~ a 
re fares k= ee 
> af 
lca tat ; iF G a ee T : Sake 
"ties bi <a oo al ae te mee saad sisi F ety a i : a ieee ‘ , 29 ; hs . — d eae 


32 ADVERTISING AGE 


March 22, 194; 


ey 


a 


Glass Interests 


Complain Against 
Cup Institute 


New York, March 17. — The 
American Glass Review has re- 
quested issuance of a complaint by 
the Federal Trade Commission 
against the public health commit- 
tee of the Cup and Container Insti- 
tute and its advertising agency, 
Young & Rubicam, for “false, mis- 
leading and vicious statements,” 
contained in the institute’s news- 
paper and magazine advertisements. 

These insertions have harmed the 
glass industry and threatened the 
livelihood of more than 50,000 
workers and the welfare of their 
families, the publication claims. 

Harry Cook, international vice- 
president of the American Flint 
Glass Workers Union of North 
America, and James Maloney of the 
Glass Bottle Blowers Association of 
the United States and Canada, are 
supporting the Review’s complaint, 
according to the publication. 


Buffalo's 
Most © 
Powerful 


Transmitter 


GIVES 


WGR 


BUFFALO’S LARGEST 
REGIONAL COVERAGE 


5000 WATTS BY DAY 
1000 WATTS DIRECTIONALLY 
INTENSIFIED BY NIGHT 


' BASIC 
_ MUTUAL 


New $350,000 Transmitter Plant 
BUFFALO | 
ADCASTING CORPORATION 


‘Eclectic Primer 
Lays Down Tenets 
of Bank Publicity 


New York, March 17.—Banks 
must present themselves to the pub- 
lic in a consistent, orderly fashion, 
with each piece of advertising logic- 
ally linked together, according to 
the “Eclectic Primer for Public Re- 
lations,” recently published by the 
Morris Plan Bankers Association. 

The “Primer” follows up this 
precept by noting the public tend- 
ency to rate all advertising as be- 
ing either in good taste or bad taste, 
“whether you knew it, or like it, or 
want it or not.” 

Consequently, serious considera- 
tion should be given to advertise- 
ments, which are in reality emis- 
saries and representatives that sally 
forth and activate a negative or 
positive reaction toward the institu- 
tion. 

“In short, if you are seeking to 
limit yourself to a glorified remedial 
loan company on a_ two-comaker 
basis,” claims the “Primer,” the 
want ad columns where other sim- 
ilar organizations advertise “may 
suffice to place you in your proper 
niche.” 

Conversely, advertising through 
this type of medium may tend to 
cloud the public mind if a bank 
hopes to function as a useful, hu- 
man institution and maintain a high 
| place in its community. 
| The text also repeats the adage, 
“Advertising will not sell anything 
that will not sell itself,” and declares 
advertising only serves to accelerate 
or hasten the sale of valuable 
articles, adding little or nothing at 
all to second rate products. 


Nutrition Group 
Okays $148,000 in 
Research Grants 


New York, March 17.—Following 
recommendations of the scientific 
advisory committee of the Nutri- 
tion Foundation, grants have been 
authorized totaling $148,550 for the 
coming year, George A. Sloan, 
|president of the foundation, re- 
| vealed here this week at a meeting 
of the board of trustees. 

Grants included $110,700 for the 
renewal of 28 projects supported by 
the foundation during 1942, and 
| $37,850 for 15 new research proj- 
| ects. 
| Mr. Sloan said that $316,000 in 
|research grants to 40 universities 
have been made by the Nutrition 
Foundation since its organization a 
| year ago. 
| 


‘Hunt Stromberg to Spend 
$100,000 on Picture 


To promote his new independent | 


producing company and his first 
United Artists picture, “Lady of 
Burlesque,” Hunt Stromberg has 
established an advertising budget of 
$100,000, to be spent principally in 


newspapers, but with 27 national 
magazines, including Life, Look, 
Woman’s Home Companion, fan 


magazines and page space in ten 
detective magazines also on the 
schedule. An additional budget for 
radio will also be set up. 

Donahue & Coe, New York, han- 
dles the account. 


South Texas Radio 
Package Is Formed 


Four full-time 250-watt stations, 
KMAC, San Antonio, KPAB, La- 
redo, KEYS, Corpus Christi, and 
KBGS, Harlinger, have organized 
the South Texas Radio Package, of- 
fering package rates for both pe- 
riod time and announcements for 
all four stations. 

Advertising of the package offer 
has been scheduled in four national 
publications, as well as south Texas 
newspapers, and inquiries are being 
directed to Howard W. Davis, owner 
of KMAC and president of Laredo 
Broadcasting Company, which owns 
and operates KPAB. 


Gibbons Joins B&H 

Thomas D. Gibbons, assistant sec- 
retary and publicity director of the 
National Restaurant Association for 
the past 14 years, has joined Beau- 
mont & Hohman, Chicago. He will 
handle public relations for several 
of the agency’s accounts. 


The Diary of an Ad Man 


This diary embraces the observations and reflections of one of America’s 


most prominent and widely known advertising men. 


It is presented in 


ADVERTISING AGE weekly, exactly as written, without benefit of “editorial 

direction” of any kind. The author is glad to receive comment, but can- 

not answer letters, except as he may find it agpropriate to do so through 
the column. 


March 8. Talked today with the owner 
of a small business which has been liqui- 
dated for lack of materials and labor. It 
was not a business of any particular im- 
portance to its community, and it seemed 
a very dull one to outsiders. But it was 
this man’s “work of art,” the thing that 
gave meaning to his life. For twelve years 
he had struggled to build it up, putting into 
it all his money, all his energies, and all 
his dreams. Probably no big corporation 
employe, from president down, can ever 
understand how much more than a liveli- 
hood this man has lost. 


March 9. It seems to me that I have 
never seen a time when our clients made 
so many demands upon us for overnight 
work. The exigencies of their own war 
adaptations, plus the unforeseen demands 
from government for assistance, are of 
course at the bottom of it. Coming on top 
of our own growing manpower shortages 
these demands wreck all efforts at produc- 
tion scheduling, and run our overtime into 
fantastic figures. Some days I feel we are 
entitled to put up that motto of General 
Somervell’s: “We do the Impossible im- 
mediately; the Miraculous takes a little 
longer.” 

March 10. It wasn’t too long ago that 
even the best advertising illustrators of 
the country were crying for work. Pho- 
tography and “realism” were the order of 
the day, and the art director who proposed 
using anything else was eyed askance and 
suspected of being out-of-date. Now all 
this is changed. Campaign after campaign 
built around the painted picture breaks 
into print. The illustrators are in the 
saddle again, and art directors run at their 
stirrups. Youngsters in the business might 
make note of this as one of those fashion 
cycles in advertising which they will often 
see repeated in their lifetime. 

. 


March 11. Talked with several of the 
big food processors who had been called to 
Washington and asked by Secretary Wick- 
ard to raise a fund of $2,500,000 to do an 
urgent advertising job for him. They were 
all hopping mad about it, and the Secre- 
tary was poorly advised to handle it in the 
way he did. But what the food men over- 
look is one highly significant fact in this 
request. This is, I think, the first time 
that a high ranking member of this admin- 
istration has expressed a dependence upon 
advertising to get his job done. And that 


is very important to an industry which in 
turn is as dependent upon advertising as 
the food industry is. 

. 


March 12. Thirty years ago I had some- 
thing to do with the introduction of one of 
the first products for checking and de- 
odorizing perspiration. Shortly thereafter 
the Journal of the American Medical As- 
sociation pilloried it as a dangerous prep- 
aration; and Samuel Hopkins Adams, in a 
series of muckraking articles, cited it as a 
flagrant example of the harm done to the 
public by ad men. Indeed, for many years 
the whole field of personal grooming prep- 
arations has been a happy hunting ground 
for the advertising reformer. But now the 
War Production Board lists deodorants and 
other cosmetics as among the essentials of 
a bed rock economy; and the most hard- 
bitten industrial managers have suddenly 
discovered what color, clothes, and cos- 
metics mean to the morale of women work- 
ers. Thus does Time confound the views 
of men. 

* 

March 13. Had an interesting discussion 
today, with an advertiser, about the level 
of public taste. He belongs to the school 
which believes that. good taste in advertis- 
ing is an actual deterrent to sales; that, 
like Tiffany’s windows, it makes the aver- 
age man or woman feel “this is not for 
me.” He also cites the way most people 
dress and furnish their homes as proof that 
their appreciation of color and form is at 
a low level. But I contended that there 
has been a great improvement in the public 
taste in the last generation; and that in the 
average person the appreciation of beauty 
exceeds his ability to create it. I think 
one proof of this change may be found in 
a comparison of the mail order catalogs of 
today with those of twenty years ago. 

- 


March 14. (ON THE NATURE OF AD- 
VERTISING KNOWLEDGE.) The phys- 
ical sciences have made their great ad- 
vances through the experimental method. 
The biological sciences likewise. But the 
social sciences (of which advertising is an 
application) have been woefully handi- 
capped because their problems cannot be 
brought under the same degree of experi- 
mental control. As a substitute technique 
these sciences have turned to new methods 
in statistics, so that more and more it looks 
as though the advertising man of the fu- 
ture will have to learn the language of the 
higher mathematics. A dreary outlook. 


Canners Exonerated in 
Price Fixing Case 


The Canners 


| 


League of Cali-| 
fornia, seven packers and six indi- | 
viduals were found not guilty of 
violation of the anti-trust law by | 
a jury in the court of Federal Judge | 
Martin I. Welsh, San Francisco, on 
March 12. The 14 defendants were | 
the last of 63 indicted in June, 1942, 
on charges of price fixing. 

The companies and _ individuals 
who were exonerated were: Cali- 
fornia Packing Corporation, Alfred 
Eames, its president, and Roy Pratt, 
a director; Libby, McNeill & Libby, 
Chicago, and William W. Gellerson, 
its vice-president in charge of west- 
ern operations; California Conserv- 
ing Corporation, San Francisco, and | 
its president, M. E. Wangenheim; | 
Hollister Canning Company, Hol-| 
lister, Cal.; Mor-Pack Preserving | 


| Corporation, Stockton, Cal.; Harter 


Packing Company, Yuba City, Cal.; | 
F. G. Wool Packing Company, San | 
Jose, Cal., and Secretary Preston | 
McKinmey and Assistant Secretary | 
W. T. Evarts of the Canners League. 


Calkins & Holden Named | 


Doughboy Mills, New Richmond, | 
Wis., has appointed the Chicago of- 
fice of Calkins & Holden to handle | 
the advertising of Doughboy flour, | 
feeds, cereals, dog food and ma- 
chinery divisions. R. A. Washburn | 
is account executive. 


Withdraws Guarantee 


The National Home Monthly, 
Winnipeg, Can., has withdrawn its 
circulation guarantee due to paper 
rationing. A wider service to adver- 
tisers, such as three-quarter page 
rates, prices for any two colors, etc., 
is covered by a new rate card, No. 
20, just issued. 


WORCESTER’S 
AVERAGE 

WEEKLY 
EARNINGS 

first 10 months of 1942 


165% 
24% 


Central New England is a MUST MARKET 


higher than 
U. S. average 


higher than 
state average 


NBC BASIC 
NETWORK 


PAUL H. RAYMER CO. 


Associated with The Worcester Telegram-Gazette 


National Sales Representatives 
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a > ~ ss Sa TC peg ee : rt 
= 
; . MARCH ADVERTISING LINAGE IN NATIONAL MAGAZINES March Issues 
in .) ve ising ——1943-—_, -———-1942-—__, —1943-——,. -———-1942 ~ J 
Pages Lines Pages Lines Pages Lines Pages Lines f M 
GENERAL ir re Peay rare 16.0 6,842 12.1 5,192 Oo agazines 
*Ace Fiction Group........ 10.7 2,390 13.1 2,926 | Parents’ (N. Y. Metro. Ed.) 47.3 20,318 44.3 19,029 BR - . 
Inse arable from Actual Detective ......... 5.1 3.477 4.1 2.772|+Parents’ (National) ...... 45.4 19,492 41.9 17,982] egister Gains 
American Magazine ....... 42.4 18,178 33.3 14,309| *Personal Romances ...... 12.3 5,264 8.2 3,524 | 
*American Forests ........ 9.8 4,130 7.8 3,276 | Photoplay-Movie Mirror 7 ie New York, March 16.—Repeating 
American Home .......... 26.8 16,9231 42.8 27,069] (Mac) .......ssseeeeeess 42.4 18,207 37.1 15,903) last month’s performance in linage 
ee conom American Legion ......... 17.9 7,698 12.9 6,534 | Promenade ...ccccccsccess 24.8 10,659 22.7 9,738 gains, all national magazines ex- 
Asia and the Americas.... 3.4 1,458 2.9 1,292 | Radio Mirror (Mac)....... 34.9 15,006 29.8 12,782 'cept the outdoor group registered 
; Better Homes & Gardens... 43.8 27,696 47.9 30,260| Romantic Story (F)....... 36.7 15,750 27.8 11,668 increases during March, according 
(Continued from Page 1) EE as sas dy cees se 7.8 5,303 7.9 5,433|*Screen Guide ............ 17.6 11,943 16.5 ae | to an ADVERTISING AGE compilation 
ei ED Las Shab. vt ve be 0d «0 2.1 916 3.1 1,341|Screenland Unit .......... 27.32 11,673 26.3 ,30 : — , B 
attempt oe no -gghem Christian Herald ..... 19.1 8,183 16.5 7,074| Screen Romances (MM).... 34.5 14,785 $0.6 a.368 oe tle hg, hl ju Publishers 
‘ ie 9 97e 34 7.6 : 5 7,135 | é . 
rom our usiness struc ure. ; eR ike as aso bi 68a cus 3.7 2,551 4.1 S. TEL | PIRMTGOER cccccescceseneses 17.6 11,943 1 5 7,13 
' “Free and competitive enterprise,|Cosmopolitan ............. 50.9 21,840 48.5 20,806 | True Confessions (F)...... 42.5 18,240 30.7 12,881 The average increase for all 
freedom of choice by consumers, | *Dell Detective Group..... 16.7 7,172 12.6 5,329| True Experiences (Mac)... 37.7 16,177 34.6 14,830 | groups totaled 14.9%, with the out- 
a even political freedom and civil *Dun’s Review ........... 11.7 4,956 11.4 4,879 | True Love & Romance — door group showing a decrease of 
a : SE Che deeGdaasse cadnwe ne 6.3 2,726 7.5 3,216 GRO. sd iho ead alsa 00 34.9 14,998 32. 3.910) g¢ for the month The general 
liberties, are all so interdependent) pequire (National) ....... 46.4 31,156 36.4 24,497|True Romances (Mac)..... 36.8 15794 35.7 15,309| °% — : , 8 7 
cial tt bh 5 ‘ L * oh ane oo ¢49|8roup carried a total of 561,672 
as to form one social pattern, NN Ni aicde tee bd os sd 12.1 8,320 10.3 7,105 | True Story ......ceeeeeees 47.4 20,352 48.1 20,642 lines, an increase of 8.5% over the 
wrote. Fawcett Men's Group...... 8.7 3,739 7.0 SOE LT VOMUS cc svccscccccvnseces 120.4 76,093 118.9 15,166 | 517 664 li tage t d fc Sere 
“The chief protection for con-| Fortune .................. 133.0 84,056 111.7 70,623] Woman’s Day ...........- 31.6 13,547 35.7 15,387 | 004 lines reporte or March, 
mers of manufactured goods and | Front Page Detective...... 16.6 7,134 12.3 5.277| Woman’s Home Companion 60.4 41,071 60.8  41,347| 1942, issues. The women’s group 
egg : *Grade Teacher, The....... 14.4 6,354 9.6 4,234 —-— —— —_- —— | registered a gain of 4.6%, with 773,- 
thief assurance they have of ’ ’ aiale. wen el i poets . ; a ’ 
es d in th tion | "Guide Detective Unit...... 5.1 3462 4.1 2,767] Total Group ............ 1,529.3 773,331 1,442.0 739,441 | 331 lines against 739,441 lines a year 
continue a 2 ri he € creation | +Hillman Detective Group. 14.8 6,356 8.9 3,802| sPTPANDARD _ago. Standard magazines were out- 
of new products an A. e improve- House Beautiful .......... 34.9 22,056 43.2 27,319! American Mercury ........ 5.7 1,036 8.1 1,4854/ standing with a 124.6% increase, 
ment of old, is the rivalry of sellers| House & Garden........... 27.8 17,585 38.8 24,541/¢atlanta Monthly ......... 32.5 13,650 13.3 3,160 | carrying 20,906 lines compared with 
for the favor of buyers, and not the ae Era ........ ar oo + 0 athe Harpers Magazine ........ 26.1 6,220 19.6 4,669 | 9,313 lines in 1942. 
ivalry of bu ers for the favor oO MBCUIPUCTOP ..cccescecsceses ° 7,689 9 10,176 2S ES i | pape . =" P 
sel os J *) Mechanix Tilustrated |. 36.4 868,155 = 28.8 = 6,445 Total Group .......... 64.3 20,906 41.0 9,313| _ February _weeklies recorded a 
sellers. tinctivel *Moose Magazine ......... 64 2,760 7.2 3,276) oumnoor gain of 28.1% with 1,106,919 lines 
“The distinctively American de-|+Motor Boating ........... 58.2 24,975 47.0 20,178) , ican Rifleman °83 12.208 24.2 10,436) COMpared with 864,322 lines in 
vice of advertising has become so|*Movie Radio Guide....... 8.4 5,712 17.4 11,846] Fila @ Stream....-....... 28% 12401 35.7 15.330| February, 1942. 
intertwined with the dynamic econ-| National Geographic ...... 21.3 5,080 16.9 4,018 Pur.Fish.Game ee ee 126 5 402 16.3 6.974 
omy of this country that we cannot | Nation's ie speweeet yy ee ee ey 2 eee 26.9 11,546 28.4 12,171 
appraise advertising as an economic an ts oo... 48 2072 as 1495 | OUtdoors ......--- seen eee 11.2 4,824 13.2 5,652 
and social force without appraising | popujar Mechanics... y 4994 67% if ogo |OUtdoorsman ..........+-- 12.9 5,561 15.1 6,478 ' 
7 rte Popular Mechanics ....... 66.6 14,924 67.3 15,080 S ts Afield 92 4 9 889 23.7 10,180 ; 
the — ve Nayar ‘anuies Sublentions .... 145 2974 182 41079 | Sports Ms chicivaaess «x 23.0 9,889 23. 18¢ u a re) - ; 
“The question raised by this letter | Popular Science 72.6 16,265 62.6 14,027] , ‘ oa © @ o6 3 
ae ee = eit a ge tl i a er 3.8 61,831 156. 67,221 .. ‘ 
may be broader than that of a tem-|Redbook ................. 35.38 15,153 28.6 12,277 | Pd a ae 6.7 61 a | 
ary wart MN. Sac iciagavns siv' 32 1,386 5.4 2.335|  WEEKLIES—February , > ‘pote ost 
2 hese expedient. For Scientific American ....... 7.8 3,339 7.6 3,266 | *American Weekly ......- 34.4 65,494 27.0 51,371 = ie 
that reason suc proposals deserve ESS eae eee 11.8 5,061 10.8 4.632| Business Week ..........- 272.6 116,955 166.6 71,461 “y 
serious consideration. *Street & Smith '*Christian Advocate ...... 16.9 7,090 17.9 7,516 : , 
“Advertising, like all other parts| Fiction Group .......... 9.0 2,016 11.8  2,632|Collier’s ........00.seee0ee 154.4 104,982 114.9 78,164 ower ul 
of the free enterprise system, must |*Sunset .................. 26.8 11,080 25.0 10,642|CUC ..s-sencererrerrereene a, ae or 
be prepared to defend itself. That|*Thrilling Group ......... 18.1 4,057 20.2 41519 | ecard Circle ......+++++5- -. ete ay os T ie 
: iA mnt ROW & COUunthy..cccceccs 38.7 25,998 35.0 23,527 POPDES 2. cece eee crete eneee et. ye ove raged rans tter 
should not be difficult as long as|,nric) is emia SM Oe acide sncsoeias'e 18.1 14,519 15.6 14,378 ml 
there remains a faith in free enter- | True ee ee 9.7 4,172 5.3 2.982 | Liberty .......cceeseeeeees 23.7 10,168 52.3 22,440 Sag 
prise, for the creative and Vitalizing | Woodmen of the World... 29 1.268 99 5 098 [EATO. 00sec rescsevesscescons 221.4 150,558 192.2 30,704 a 
role of advertising makes it, in the | PRUNE Geirbcancivs vans 59.0 37,288 37.1 23,367) Look ...... Lape Se Madeline og “= 2. <7 yet . an 
judgment of many of us, one of the — \*Movie-Radio Guide ...... 1.3 7,688 17.5 11,88! . Be 
most distinctively American fea-| SOCAL GROUP ....scsees 1,192.3 561,672 1,090.3 517,664 bog - plieenss hase: — aoe 121.8 $ett 
; , WOMEN’S New York Times.......... 2.3 2,2 34.5 34,497 
tures f our economy. | *american ee 4. 1,961 5.2 2,226 | Sy “Ree “se eas eee ncsecs 130.4 54,953 118.9 0,030 
oo rr 30.0 12,870 17.7 7,650 | Pie .....+.+05. eee set ss * ts ‘ana son ane 2. an mon AKES 
. UN tes ces civicece 46.1 19,796 39.5 16,935| Saturday Evening Post.... 154.4 220,050 lose.’ yr M 
Graham Joins Crowell Good Housekeeping ...... 86.6 37,173 94.9 40,738 | *Scholastic ...... veseeeees 22.6 (9,683 12.6 . 404 
John E. Graham has joined the | Harper's Bazaar .......... 97.0 65,203 111.5 74,955|This Week Magazine...... a + 18 35-7 88,816 
research department of the Crowell- Holland S «t tostesscosecers 12.4 9, 109 15.7 11,854 | aon ; aan a fates esecece aa : naan aha oa 748 
Collier Publishing Compan Mr | Holly wood (HP) .ccccsess 41.9 18,016 33.1 13,922 | nited States News....... ° 2,92 2. 26,74¢ 
Grahx y: TO kaisee5 bane ev bre ds 17.2 11,694 18.9 12,882 axe . oor | 
raham was formerly head of the} Ladies’ Home Journal... __ 823 55985 85.8 58343 Total Group .......... 1,970.3 1,106,919 1,513.7 864,322 | 
Graham Research Service and re- | Mademoiselle aS, Re Bh eA 142.4 61,101 133.7 [(7302(——— 
cently has been working with the|MecCall’s .................. 63.8 43,382 69.2 47,046| ‘Figures furnished by publisher. 
Board of Economic Warfare in| Modern Romances (MM)... 32.3 13,856 30.6 13,149 | +Figures not included in total. B ff ] 3 nl 
Washington. From 1940 to 1942 he | Modern Screen (MM)..... 36.6 15,715 32.9 14,123 11943 format 42 lines; 1942 format 238 lines. U a © ] a °o y 
96 > P Motion Picture (F)........ 42.4 18,175 33.7 14,143 ITwo issues, 1943; Four issues, 1942; changed to 
Was § , yal 14 ; 
whe secretary of the New York | Movie Serre err ee 11.9 5 21 5,192 | o y, figures for March listed in General 
chapter of the A M k " 114 12.1 5,192 monthly, fig 
hammal merican Marketing | «Movie Stars Parade....... 16.1 6,900 10.8 4,620 classification. 
é ssociation. Movie Story UN Je. SA? « 42.7 18,319 33.9 14,238 “Late publication. J 
ys ’ ‘tioned as to paper. WATT STATION 
ne a waepanerrana to icto “4, Victory puts the government 
f j im business in — eo een pri- Blanketing 11 Eastern 
vate enterprise. or, by having a . 
‘sales price and selling advertising Seaboard States 
f Xpo ournad space, Victory not only comes 227,000 Square Miles 
— perilously close to the standard o 
|a subsidized press, but becomes a Over 12,000,000 people 
| |direct competitor of export maga- 


Urges Opponents zines which have for many years 
been carrying the message of 
New York, March 18. — The | American enterprise and American 
American Exporter, leading export|manufacturing ability into every 
journal, moved up into the front | nook and cranny of foreign markets. 
rank this week among outspoken| “5. Victory adds one more sub- 
critics of the government’s mass/Stantial item to war costs. 
circulation propaganda magazine,| The American Exporter, accord- 
Victory. |ing to the publication, is the journal 
Not content merely to register its|chiefly affected by “this invasion 
opposition to the government pub- | into the field of private enterprise, . 
lication which is issued in a number | Just as the adless Reader’s Digest, 
of languages for distribution abroad, | With its foreign language editions, 
the export paper, through its vice-|is hit by the OWI publication, 
president and general manager,|“U. S. A.” The American Exporter 
William M. LeBrecht, has appealed | publishes both English and Spanish 
to those who oppose Victory to com- | editions. ; : 
bat it directly through their repre-| Franklin Johnston, publisher of | 


sentatives in Congress. ithe American Exporter, protested | 


~ eagie.” 7 
- COLUMBIA — 


SURVIVORS 


Sink or swim—advertise or be forgotten—despite war- 
time restrictions—is the order of the day, and will so 
continue for the duration. Among those who will un- 
doubtedly survive are these national advertisers who 
used the columns of The Evening Telegram last year. 
Without including all national classifications, or “Miscel- 
laneous” advertisers, the list gives a good picture of the 
wartime spirit of Canadian business practise: 


AGRICULTURAL 


| 115 If members of the House appro-|to the Advertising Council last Jan-| 

AUTOMOTIVE ......... 35 PUBLIC UTILITIES ... 6 priations committee can be made to|uary, taking the view that the OWI 

I io utes sésastade 3 RADIO SETS .......... 3 see the dangers inherent in the | plans to publish Victory might have | 

GROCERY PRODUCTS. . 123 SPORTS GOODS ....... 5 magazine, to freedom of the press|Very serious repercussions and| 

aie” RNISHINGS 6 TOBACCO, ETC. TTrTiTy 30 in general and the export press in might conceivably affect the gov-| 

INDUSTRIAL Po Taaiereneauenn - 3 particular, they will refuse the|ernment’s present liberal attitude | 

INSURANCE ........... 99 WEARING APPAREL | 11 Office of War Information the|With regard to advertising appro- 
JEWELRY .............. 2 leita Mi = necessary funds to continue Victory, | Priations. — 

Mr. LeBrecht said. He inquired why the OWI failed | 

to follow the lead of the Office of 

All of the above are continuing their advertising steadily in 1943 Cites Major Reasons the Coordinator of Inter-American 


Affairs in urging American manu- 
facturers to tell their story abroad 
|through the medium of the export 
press and local newspapers and 
magazines in Latin America. 


in this paper, and in many instances are increasing their schedules. 


In the judgment of the publica- 
tion, he continued, there are five 
major reasons why Victory is of 
negative — rather than positive — 
value. These, he said, are: 

“1. It is our experience that peo- | SS 
ple abroad are quite capable of | . 
putting two and two together. They | To Madison Newspapers 
can judge the United States by) June Brickson, formerly on the 
what it does. And such presenta-|sales staff of Smartwear - Emma 


itions as are contained in Victory Lange, Milwaukee, has joined the 
' ELEGRAM | are apt to react to our disfavor. This | advertising department of the Madi- 
|is a matter of opinion, but our views 
CANADA 


TORONTO IS A "TELEGRAM" CITY 


THE EVENING 


TORONTO 


son Newspapers, Madison, Wis. 
j}are based upon more than casual ——--—--- 


acquaintance with untries rer- | ° ° 
— n vi countries Ove! 'Gross Joins Fertig 


New $350,000 Transmitter Plont 


cm ae ” ; —_ BUFFALO © 
NEW YORK: DAN. A. CARROLL CHICAGO: JOHN E. LUTZ | oom, Veeory takes up much needed| Gordon Gross, formerly copy : 
|\cargo space. chief and radio director of the BROADCASTING CORPORATION 
“3. Victory uses paper—a lot of | Joseph Katz Company, Baltimore, 
, 


mes | Daper—at a time when every Amer- 


has joined Lawrence Fertig & Co., 
‘ican magazine is being rigidly ra- 


‘New York. 
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BUY-LINES 


by Nancy Sasser \\ 
_i—— 


Nn em nner 
—_—_——— 


New York, Mar. | 
2\st. As publica- | 
tions go, BU Y- 
LINES is a baby 
. +» but glance at | 
the foundation | 
a stones of adver- | 

= tising maturity | 
built in the past 18 months. .. . | 


for $1,000! 


4 Readership surveys indicate that each 
42-line ad is READ by 1,000 women per 
$1.65 spent! . . . in round figures 600,000 
Brand Name READERS for $1,000 “hacked” 
from the Advertising Dollar! 


Special P. S. 
We're SNOWED UNDER with nearly 


20,000 
replies 


Proving women readers ACT on 
BUY-LINES advice! 


DISTINGUISHED COMPANY 
of BRAND NAMES 


Renewal business and new contracts from 
these advertisers prove the column's sales- 


power. ... 


SWAN SOAP 
McCALL'S 

VIMMS 

YARDLEY 

TENDERONI! 

AMOLIN 

EDNA WALLACE HOPPER 
REDBOOK 

DR. SCHOLL'S LU-PADS 
LOUIS PHILIPPE 
\ODENT 

TAMPAX 

AYDS 

D'ORSAY PERFUMES 
VICEROY CIGARETTES 
5 DAY PADS 

SPENCER CORSETS 


“TOPS” in Urban Market 


Newspapers... 


BUY-LINES is featured on the Woman's 


and Society pages of these 40 papers every 
Sunday... . 


New York Times @ Chicago Tribune 
Philadelphia Inquirer 
Detroit Free Press 
Cleveland Plain Dealer 
St. Louis Globe-Democrat 
Boston Post @ Pittsburgh Press 
Washington Star 
Minneapolis Tribune 
Cincinnati Enquirer 
Indianapolis Star 
Kansas City Star 
Milwaukee Journal 
Omaha World-Herald 
Toledo Times 
Columbus Dispatch 
Des Moines Register 
St. Paul Pioneer Press 
Buffalo Courier-Ex press 
New Orleans Times-Picayune 
Houston Chronicle @ Atlanta Journal 
Dallas News 
Memphis Commercial Appeal 
Charlotte Observer @ Miami Herald 
Birmingham News & Age-Herald 
Richmond Timoe- Dtepatch ) 

News Leader / 
Jacksonville Times-Union 
( Monee Virginian-Pilot 

Ledger Dispatch ) 
Nashville Tennessean 
San Antonio Express 


+y 


Los Angeles Times 
San Francisco Chronicle 
Seattle Times ©@ Portland Journal 
Oakland Tribune 
7 hy 
) ®)) 4; ( 
‘s eS « 
Avoid SILLY SALLY SNAIL tactics with 
BUY-LINES . . . remember this advertising 
“Youngster” features only ONE BRAND 
NAME product in each merchandise clas- 
sification. .. . 
NANCY SASSER, INC. 
420 Lexington Ave. New York 
160 N. Michigan Ave. Chicago 


Getting Personal 


During a practice blackout, air raid warden Charles Crutchfield, 
program director of Station WBT, Charlotte, N. C., stepped into a 
street drain left uncovered by workmen. Result: torn ankle ligaments, 
and crutches. So now it’s “Crutch” Crutchfield. 

Ralph Van Buren, v.p. and sec’y. of Ruthrauff & Ryan, has completed 
his 23rd year of uninterrupted association with the agency. . . Lt. Paul 
Roudekoff, former account exec. of The Stentor Co., Hartford agency, 
was married recently to Borgny S. Woodford of that city. . . Virginia 
St. Pierre, who used to be secretary to L. B. Wilson, ad mgr. of Colt’s 
Patent Fire Arms Co., Hartford, has completed her basic Waac training 
and has been transferred to Des Moines for a special course in admin- 
istration. . . 

From Algiers comes word that Lt. Col. Egbert White, chief of the 
“Stars and Stripes” staff, who spent a week at the front, got to wan- 
dering around until a few shots whizzed past his head, and found 
himself behind the German lines. . Yankee Network’s publicity 
director, Gertrude Lanza, was married, recently, to Lt. W. Brevoort 
Potts Jr., of the air forces. . . 

Russell Van Gunten, space buyer for Foote, Cone & Belding, has 
abandoned the futile fight against Chicago’s cold March winds and 
departed for a month’s vacation in Sarasota, Fla... 

Monty Hyman, ex-Chicago Mail Order researcher, now with the 
regional OPA office, issued Vol. 1, No. 1 of the “Daily Squawk” to 
announce an “heir raid.” The heir was Roberta Ann, born Feb. 20... 

H. B. LeQuatte, pres. of the New York agency of that name, has been 
awarded the “E” certificate for excellence of performance as chmn. of 
the advertising committee of the Salvation Army’s fund-raising cam- 


SHOWS EASTERNER HOW IT'S DONE 


Frank Morgan, adept at microphone antics, shows how it's done for the benefit 

of William R. Baker Jr., left, executive vice-president of Benton & Bowles, a visitor 

at the agency's Maxwell House coffee program in Hollywood. Looking on are 

Jack Lyman, NBC director, and Al ~s producer of the show for Benton & 
Bowles. 


paign. . . Mae Harlan, Chicago agency prexy, is on the last lap of an 
intensive 10-week course in industrial engineering at Illinois Tech. 
Since Jan. 1 he has been putting in an 80-hour week—40 in school and 
40 at the office. “It’s a cinch if you can take it,” Mac says... 

Members of the ad staff of the Syracuse Post-Standard gave a fare- 
well party at the University Club for Clark A. Bort before his departure 
for volunteer officer’s training school. .. The engagement of Lt. Thomas 
J. Ross Jr. to Andree Maeve Somers has been announced. Lt. Ross was 
in the media dept. of Ruthrauff & Ryan before joining the Army... 
Corp. Charles E. Duffy, formerly in the research dept. of Newell- 
Emmett Company, New York, writes from England, “I wonder if 
there is any way we in the field can possibly describe the thrill of 
a package from home.” . . 

H. K. Hottenstein, Chicago manager for The Iron Age, had a unique 
experience recently when he was hospitalized for pneumonia. It was 
the first time in his long business career he had ever been ill. He 
is now back on the job... 

Sherman J. Sexton, president of John Sexton & Co., leading Chicago 
food distributor, had a nerve-racking experience a few weeks ago when 
in Mexico City. A severe earthquake lasting for four and a half 
minutes gave his hotel a good shaking up. . . 

Researcher Elmo Roper is convalescing following an appendectomy. 

Henry T. Ewald, Campbell-Ewald pres., is chmn. of the Detroit 
Adcraft Club’s committee handling publicity for the Red Cross drive 
in the Motor City. . . Seymour S. Preston, v.p. of John Falkner Arndt 
& Co., Philadelphia, is acting as vice-chairman for branches of the 
southeastern Pennsylvania Red Cross chapter in the current drive... 

After two and a half years as assistant in the research department 
of the Biow Company, Edna James has joined the Spars. . . Receptionist 
Augusta French played the leading part in “The Women” at the 
Officers’ Club in the Barbizon-Plaza. . . John Rider, manager of Biow’s 
Hollywood office, had a blessed event and passed out cigars for his 
baby girl... 

John D. Berling, of the printed media dept. of Russel M. Seeds Com- 
pany, Chicago, made his third major contribution to the war effort 
last week when the last of his three sons, Richard C. Berling, 18 years 
old, was inducted into the Army at Ft. Harrison, Ind. The two other 
sons are John Robert, 27, a staff sergeant in the air forces at Courtland, 
Ala., and Calvin, 20, in the air forces at Lowry Field, Colo. . . 

Two Cincinnatians, Kenneth E. Stauffer, former assist. dir. of adver- 
tising, and Herman Seidel, former head of the display div. of Kroger’s 
adv. dept., played a leading part in working out the point values in 
the new food rationing system. A dispatch from Washington tells how 
the two worked for six months figuring out the points with other men 
from various sections of the food industry... 

Francis H. Casey, adv. mgr. of the Wadhams Div. of Socony-Vacuum, 
Milwaukee, has been awarded a Navy “V” 
recruiting 


for special services in 


Refuses to Lift 
Record Ban: Asks 


Industry Proposals 


Chicago, March 18. — Charging 
bad faith and the use of “specious 
arguments” by recording and trans- 
cription companies, President James 
C. Petrillo of the American Federa- 
tion of Musicians refused again this 
week to lift the union’s ban on the 
making of commercial records. 

In a statement issued after the 
union’s executive board convened 
here Tuesday and Wednesday, Mr. 
Petrillo assailed leaders of the in- 
dustry for refusing to accept an 
AFM compromise and declared that 
the next step is up to the compa- 
nies. The ban went into effect last 
Aug. 1. 

Heads of 12 major transcription 
and recording firms last month 
flatly rejected the union suggestion 
that they pay to the AFM special 
fees to go into a fund for unem- 
ployment relief among musicians 
(AA, March 1). The proposal raised 
fundamental questions regarding 
relief which Congress, not the 
industry, should be called upon to 
decide, the companies declared. 


———— 


Many musicians put out of Work 
by “canned music,” the Petrill 
statement said, are not eligi} ; 


: le for 
government relief and the fyng 
available for those who are eligip), 
are wholly inadequate. AF) oun. 
sel have advised the union, jt oo). 
tinued, that the proposed fixe, foo 
plan would not constitute an ey, 
sion of “wage freeze” rules, po, 
would it violate the labor re\ tion. 
act or anti-trust statutes. 

“We refuse to accept the sipve. 
tion that the time has been reacheg 
when any constructive advance j, 
our social devices must be initiated 
by government,” the union preg). 


dent continued. 

The statement, indicating p|ain)y 
that the next move in the stalemate 
is up to the industry, added: “Ther, 
is nothing further we can presen; 
until you are prepared to submit jy 
good faith constructive proposal 
for the solution of this tragic prop. 
lem.” 


Waite to Standard Oi! 

Edgar A. Waite, formerly vice- 
president of Braun & Co., has been 
appointed to handle public relations 
for Standard Oil Company of Calj- 
fornia. Mr. Waite’s appointmen 
creates a new position and does not 
affect others in the organization. 
Abe Lemes, formerly associated 
with Bay area newspapers, has 
joined the public relations staff of 
Standard Oil. 


tract heavy traffic. 


It takes the interesting and unusual to at- 


A case in point... the 


Pittsburgh Post-Gazette, where men and 


women reader traffic is 25% higher than 


the average of nineteen other metropolitan 


newspapers studied by L. M. Clark Incor- 


porated. 


PITTSBURGH POST-GAZETT 2 


New York @ Chicago @ Philadelphia @ Boston @ Detroit @ San Francis? 


Los Angeles @ Seattle 
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== Les hc re —— a 7 e - ” ee scape — 
ork h : f | the se business, at one —_ Pp . L e this week released auth . rized 

operating his own company in i- t |schedules for typewriters, domestic 
= Deaf ores q 5 cago. ri V a e ines jlaundry equipment, commercial 


laundry equipment and office equip- 
;ment, production of which had pre- 


HALBERT A. COLEMAN 


° Ht Retirement of 


:; _— Madison Ave. reports that Ruth-| pany is said to be convinced that| viously been stopped. The trickle 
‘on- Peg gE ten lage te rauff & Ryan will tap the major newspapers will remain its major | marks a growing trend, and reflects 
fee P . manager of the old Milwaukee |Share of the Radio Corporation of |medium, with magazines second and |—among other things—a greater 
Va- hil Henri Ue@Z Herald and son of its late founder|4Merica account ... that RCA has/radio third. RKO and other film | confidence in our ability to win the 
nor and publisher, William W. Coleman definitely eliminated Foote, Cone &| makers, however, may move radio | War, and to win it more quickly 
ions _|died March 11 at Clear Lake, Wis. | Belding from the running. up a few notches if space is less| than was for a time thought pos- 
Chicago, a i eh gy ae , oe te available in the other media. here 
Bes~ monial ERENees Sot Sa SS . oe ae ‘ One plan under discussion in 0; % 
hed riquez — odceraen ee eee Delivery Frills Washington would make participa-| 7, tlook f we | 
Poy. ar offic o the St. Louis - tion in government war campaigns|_- "© iadicat eat ty "on wk WHO ADVERTISED WHAT 
ated sever r= had planned to Cut in Plans a yardstick of essentiality of adver- Soar detea dar te gy om ae IN THE LAST WAR? 
fire April 1, died at 4 o'clock this Th Citi tising. Companies which sponsored | i-"Tikely in the near future. Copper 
vty I ene’ of heart attack at his|fOr Three Cities (owt avives woutd be given priority |has ‘betome the tender spot in tne |, Many melee olor 
. e 4 s : a? encies are tryin T r a 
nate home i Veen es Newspaper |n.W2shington, D. C., March 18.—|in magazines, and the key anion — ws. -— a? rae may | the competition did 25 years, ago. ; 
lere When aie . pS Rae a Mi re Chi. Typical of the new emphasis on cut-| men in their agencies would be de- | S70TUY rv wee : oy Ing =a ae & — oe pa BF > eens 
— pre 4 thet thei r or presi- ting out frills in distribution prac-| ferred by the War Manpower Com- yw aoe a tern of the iron and steel book for the war years that showed all edi- 
it in cago hear at their former presi-| tices is the announcement by the| mission. rives of last year. Steel scrap iS| torial publicity and competitive advertising. 
Sal dent and long-time friend was to|Ofice of Defense Transportation sc 2 still sought, but only in major quan-| We can help you build such a permanent 
rob- jeave the field, they planned a testi- | «hic week of new plans for three tities, such as are found around recore for the years to come, at a remark- 
monial luncheon for March 29 at cities. Still following the joint ac-| _Although RKO Radio Pictures is|plants and farms. = aie Bechtet te. 20 
Medinah ree mae caus epee ooo tion plan which ODT has used suc- oe in _ use of — for — a Just ior Booklet No. 20. 
the completion 0 ~| cessfully on a variety of fronts, the | P! e promotion, using both sec- ' 
| tising. ' plans attect cechaun’ dhetetnetinn in | tional networks and spot announce-| Slowly the pendulum of civilian BACON'S CLIPPING ane 
een Accommodations were planned | ojq Greenwich, Conn., retail milk ments to build interest in the new | economy is swinging back toward a PAPERS PAPERS MAGAZINES 
ions for a minimum of 200 persons and distributors in the Auburn, N. Y., film, “Hitler’s Children,” the com-!more generous ration. The WPB' 995 9. LA SALLE ST., CHICAGO, ILLINOIS 
‘ali- expensive gifts were purchased, in-| milk marketing area, and milk dis- 
nent cluding, in deference to the ardent) trjputors in the Albany, N. Y., area. 
not patriotism of the guest of honor, a| Nineteen refuse collectors in 
‘ion. sheaf of war bonds and stamps. Connecticut agreed to  elimimate | cere rire rer erent ee TTT TE TEEN EEE E TTT TET TTT e Eee Teast baie eee eee ees 
ated Perhaps the least costly gift would duplicating services — which on 
has have been most cherished, however. | come streets saw four or five houses 
t of It was a certificate attesting that} .o-veq by as many as three com- 


Mr. Henriquez had been elected a 
life member of the newspaper or- 
ganization. 


Not Told of Plans 


These elaborate plans were closely 
guarded from the principal. Not 
more than 50 persons mentioned 
them to Mr. Henriquez, who seemed 
mystified by the hullabaloo over his 
retirement. His bewilderment was 
matched by that of his friends, who 
have long marveled that modern 
advertising, with its boundless de- 
mands, could produce a man who in- 
variably assumed the role of Good 
Samaritan when it would have been 
so much simpler to pass by on the 
other side. 

At least three space buyers gladly 
accepted invitations to speak at the 
testimonial luncheon. One of these, 
George Pearson, of J. Walter 
Thompson Company, told ADVERTIS- 
ING AGE: 

“Mr. Henriquez conferred dignity 
on newspaper representation. He 
contributed more than any other 
one man to make it a sound, honest, 
going business. He knew his mar- 
ket thoroughly and was adept in 
picturing possibilities in terms of 
his conception of the advertiser’s 
objectives. 

“He was not the world champion 
in selling, but he was unexcelled in 
making it easy for the space buyer 
to buy.” 

Funeral services will be held in 
Wheaton Friday afternoon. 

Mr. Henriquez is survived by his 
widow; a daughter, Mrs. W. R. 
Maxwell, wife of a well known 
commercial artist; and a son, Rus- 
sel D. Henriquez, head of the R. D. 
Henriquez Studio. 


WITT COCHRANE 


Altadena, Cal., March 16.—Witt 
Cochrane, retired Chicago adver- 
tising man, died here March 12. He 
had made his home in Altadena for 
a number of years. Starting his 
career on the St. Paul Pioneer- 
Press, Mr. Cochrane later entered 


peting trucks—through an even ex- 
change of customers. No increase 
of rates or curtailment of service 
will result. 

In Auburn, 22 distributors agreed 
to switch to every-other-day de- 
liveries, and to start retail deliv- 
eries at 7:30 a. m. Outlying whole- 
sale customers will be exchanged 
among the participants in order to 
reduce the mileage operated by | 
their trucks. 

The Albany plan is similar, ex- 
cept that retail deliveries begin a 
half hour earlier, and that partici- 


pants agreed to exchange retail 
customers. | 


British Government | 
Advertising Budget 
£1,958,619 in ‘42 


New York, March § 18.— Paid 
advertising by the British govern- 
ment during the entire year 1942 
totaled £1,958,619, according to an 
analysis by the London office of J. | 
Walter Thompson Company, based | 
on a tabulation of the Legion Pub- 
lishing Company. 

The National Savings Committee 
led the list of government ministries 
in advertising expenditures with 
£611,776, revealed the “Statistical 
Review.” Second was the Ministry 
of Food with £453,589. Third and 
fourth, respectively, were Service 
Vacancies with £268,629, and Min- 
istry of Fuel and Power with 
£129,064. 

Provincial daily papers received 
the bulk of the advertising, totaling 
£436,294. London’s dailies ran a 
close second with £421,355, and 
Sunday papers received £397,440. 
Provincial and suburban weeklies 
received £285,666, while a total of 
£260,517 was spent in magazines. 

Following in order were London 
evening papers, £99,637; trade 
papers, £20,505; provincial Sunday 
papers, £20,069; and technical pub- 
lications, £18,116. 


IN THE SOUTH’S 


50,000 WATTS 


THE GREATEST SELLING POWER 


CBS Affiliate 


Nat'l Representatives: The Katz Agency, Inc. 


GREATEST CITY 


CLEAR CHANNEL 


Metropolitan 


LOUISVILLE 


has arrived in the 


900,000 


POPULATION GROUP 


We’ve moved into the “upper brackets”? with such 


neighbors as New York City, Chicago, Los Angeles, 
Philadelphia, Boston, Detroit, Pittsburgh, San Fran- 


cisco, St. 


Louis, 


Cleveland, Washington, 


Buffalo, 


Minneapolis, Cincinnati, New Orleans and Providence. 


= will have to revise your lists and charts! 


* 


your sales quotas and advertising budgets! 


You will have to change 


There’s a new city to be added to the roster of half-million-or-more metro- 
politan areas. It’s Louisville, which has just reached 502,064. 


On May 1, 1942, the Bureau of Census estimated that the total had risen to 
498,000, and now the indisputable measuring-stick of food ration books carries 
Metropolitan Louisville into the half-million-or-more bracket. 


That’s 50,591 new people since the 1940 census. 


Industrial output, retail and 


wholesale sales, bank deposits and general spending, are all up in proportion. 


So, revise those plans of yours. Change your population charts. Spot a new city 
on your map of America’s vitally important metropolitan areas. 


It’s Louisville, a billion-dollar market you can't get along without! 


Another record . . . The circulation of these newspapers has reached 281,000 


combined daily and 221,000 on Sunday 


unit in all of Metropolitan Louisville! 


* 


... They do not miss a single dwelling 


Che Courier -Zournal 
THE LOUISVILLE TIMES 
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ADVERTISING AGE 


Air Line Insists 
on $120,000 Ad 
Fund During 1943 


(Continued from Page 1) 


sary to maintain its competitive 


status. 
Testimony Shows Expenditures 


During the first nine months of 
1942, for example, C&S used 6,903 
agate lines of newspaper advertis- 
ing in Chicago. American Airlines, 
the top spender, used 51,541 during 
the same period in the same city. 
Transcontinental and Western Air 
used 32,121. 

In St. Louis C&S used 9,052 lines 
against 14,296 for American; in New 
Orleans, 10,581 against 12,740 for 
Eastern Air Lines; in Houston, 
8,423 compared with 19,389 lines 
used by Eastern. 

In dollars, C&S was spending 


= 
| $5,089 in Chicago, which made t| 


WANTED 


EXPERIENCED 
MARKET RESEARCHER 


| 
Well-established 4A agency with 
large research department needs 
top-notch man or woman with 
substantial consumer research 
experience to be responsible for 
the formulation of research 
plans, questionnaires, and the 
interpretation of findings. Sal- 
ary $3,000 to $6,000 depending 
on background. Write giving 
complete information as to re- 
search experience, present sal- 
ary and draft status. Corre- 
spondence will be held strictly 
confidential. Our staff knows 
about this advertisement. 


| 


Box 4017, Advertising Age, 
New York City 


the smallest spender of six com- 
peting lines operating out of the 
city. American spent $39,516 in St. 
Louis, the complaining airline spent 
$4,107 compared with $6,961 for 
American and $3,057 for Eastern. 
In New Orleans, C&S spent $2,522 
compared with Eastern’s $3,456. 


C&S Sixth in Magazines 


In magazines, Chicago & South- 
ern was sixth among the ten air- 
lines, and spent $5,733. American, 
the leader, spent $123,685. 

In 1942, the company’s projected 
advertising budget was $8,969 a 
month, totaling $107,623 per year. 
Large items on the budget were the 
salary for the public relations direc- 
tor, $583 per month; $1,500 for news- 
paper advertising, and $3,650 for 
advertising space for magazines. 
The airline contributed $291 per 
month to the Air Transport Asso- 
ciation’s advertising campaign. 

In 1943, the airline planned to 
spend $13,099 per month, $157,193 
for the year. Biggest in¢reases: 
$3,000 for newspaper advertising, 
$5,680 for magazine space. 

A forced cancelation of air con- 
tract with Time, Inc., calling for 
two full pages a month, led to a 
revised schedule, allotting $9,992 
monthly, $119,908 for the year. 
Newspapers were listed at $3,600, 
magazines at $2,215. 


Operating Few Planes 


At the Civil Aeronautics Board, 
an official related that the board’s 
earlier decision in the case was 
based on its opinion that the 
reduced passenger capacity now 


Impending Slash 
in Grocery Price 


Mark-up Is Denied 


Wholesale Trade Is 
Alarmed Over Report; 
New Order Pending 


Washington, D. C., March 18.— 
Officials of the Office of Price Ad- 
ministration flatly denied today that 
any slash of the mark-up margins 
of wholesale and institutional gro- 
cers has been made, or that any is 
pending. These officials, prominent 
in the OPA hierarchy, were at loss 
to account for the sudden furor 
which had arisen in the wholesale 
field. 

It is true, they admitted, that a 
new food order is forthcoming 
shortly. Naturally, they are reluc- 
tant to reveal anything of its char- 
acter or provisions until it is ready 
to be put into effect. 

One spokesman, however, de- 
clared categorically that, when the 
order is issued, “any wholesale gro- 
cer who says that his margin has 
been slashed is a candidate for the 
Ananias Club.” 

One possible source of the report 
was another OPA order, amendment 
17 to order M-165, which this week 
granted suppliers of service at 
wholesale to adjust prices, by agree- 


offered by C&S, plus the “adequate 
remuneration” given to the airline 
by the Army, justified the stiff pro- 
motional slash. Although latest 
official figures, compiled last fall, 
show that C&S has some 60 air- 
planes in operation, an official of 
CAB declared that the line now has 
less than a dozen making its runs. 
Although the full list of com- 
panies which CAB has ordered to 
reduce advertising expenditures as 
a condition to carrying mail has not 
been revealed, the board said today 


ceived an order similar to the one 


served upon Chicago & Southern. 


that Western Air Lines, Inc., has re- | 


78 YEARS OF PROGRESS 


For 78 years the San Antonio Express has brought to the people of 
Southwest Texas the news, when it is news, for their enjoyment and 


education. 


The Evening News during its span of 25 years has, with its companion 
publication, The Express, been conscious of this tremendous re- 


sponsibility. 


Even 13 years before the first telephone and 12 years before the 
first train in Southwest Texas, The Express covered the area and 
serviced its readers with the latest information. 


Most important in an editorial way is The Express and Evening News 
maintenance of separate and distinct newspapers, each having its 


own news and editorial staffs. 


Full trunk services of the A.P. and U.P., use of Carrier Pigeons, All- 
Tone and Wire-Photo are some of the modern methods used in keep- 


ing Southwest Texas informed. 


These qualities have builded The Express and Evening News great 
families of readers who have confidence in what appears in their 
columns. This great family represents the best citizenship of San 


Antonio and all Southwest Texas. 


Southwest Texas appreciates this by its continued readership, giving 
The Express and Evening News the largest circulation in their history 
and the largest coverage in Southwest Texas. 


CIRCULATION 
oe — SUNDAY EXPRESS NEWS 
. . 33,406 1930 . . 62,405 1930 . . 39,687 
1940 . . 52,467 1940 . . 90,067 1940 . . 60,550 


Today . . 71,259 Today . 


POPULATION 
1930 . . 254,562 
1940 . . 276,163 


Today . . 322,291 


San Antonio Express 


. 117,407 Today . . 75,089 


ADVERTISING 
1934 . . 9,786,220 
1940 . . 15,597,760 


1942 . . 16,635,786 


SAN ANTONIO EVENING NEWS 


ment with their buyers, to cover in- 
creased cost of labor and materials. 
|The joker in the order, however, 
was the provision that the buyers 
must agree not to pass along the 
increase to retail customers in any 
form. 


Releases New Film 


On other fronts, the OPA released 
a slide film with sound, for distri- 
bution to the meat trade. The film, 
“The Meat and Fats Rationing Pro- 
gram,” is to be shown by OPA field | 
men at trade meetings, much in the | 
way “Counter Attack” — dealing 
with processed foods rationing—was | 
ishown. Some 1,200 trade meetings | 
|saw the latter picture. 

On March 23, wholesale and retail | 
|meat dealers will attend a national | 
|meeting in Chicago to learn details 
‘of the new rationing program. Spon- 
|sored by OPA along with the Na- 
|tional Retail Meat Dealers Associa- | 
tion and the National Association of 
|Retail Grocers, it will be the first) 
‘of “hundreds” of similar meetings 
to be held throughout the country. 

Price Administrator Prentiss 
‘Brown was this week confronted 
|with a petition signed by 15,000) 
,/women and a number of women’s 
|organizations asking for factual la- 
|\beling as an aid to price control. 
The organizations, which included 
ithe American Association of Uni- 
|versity Women, the Young Women’s 
Christian Association, the National 
Council of Women and AFL and 
‘CIO auxiliaries, declared that price 
ceilings by themselves would not 
|prevent inflation. 
| The factual labels—long a goal, 
incidentally, of the professional con- 
|sumer movement — would declare 
what an article is; what materials 
|compose it and what proportions of 
| materials; how it is made; what 
|service may be expected; and what 
‘care is necessary. 


‘Lever Names Roche 


‘Manager of Radio 
M. J. Roche 
has been ap- 
pointed to the 
newly created 
post of manager 
of radio for 
Lever’ Brothers 
Company, Cam- 
bridge, Mass. Mr. 
Roche has been 


comprise the general coordination 


development of new shows. 


‘Mcllvane Promoted 


William J. MclIlvane, formerly 
general manager of sales, has been 
promoted to vice-president in 
charge of sales and assistant to the 
president of Copperweld Steel Com- 


pany, Glassport, Pa. 


Well established, progressive adver- 
tising agency, nationally recognized 
for its sound marketing plans and ef- 
fective creative work, has an attrac- 
tive opening for draft exempt man or 
a e young woman. 

f you are “on the way up” and can 
write interesting, sales minded copy, 
you will welcome this opportunity to 
develop into a “key member” of our 
organization. Business, though varied, 
is mostly agricultural. Location: mid- 
western city of moderate size. 

Send picture and complete qualifica- 
tions to— 

Box 4015, ADVERTISING AGE, Chgo. 


Advertising & Sales Promotion 

Manager 
Large Midwest manufacturer has 
opening for forceful, creative adver- 
tising manager who can plan con- 
sumer and industrial programs, crea- 
tive printed matter, publicity, and 
trade promotion, also supervise pro- 
duction. Company now engaged pri- 
marily in war work—normally serves 
the building industry. Employs com- 
petent advertising agency. Our own 
people know of this advertisement. 
Please write fully telling age, draft 
status, experience, salary desired. 
Your letter will be held in strict con- 
fidence. 

Box 4011, ADVERTISING AGE, Chgo. 
Wanted—INDUSTRIAL 
PUBLICATION SALESMAN 
Large and well-known publishing 
house (having two industrial business 
publications — monthly), with  sub- 
stantial performance records behind 
it and which is strategically en- 
trenched directly in the path of post- 
war developments, seeks a_ serious- 
minded, constructive, and aggressive 

advertising space salesman. 

This man must have a proven, un- 
impeachable record in industrial ad- 
vertising generally. Preferably he 
should be one who has previously sold 
space and has contacted advertisers 
and agencies in the area which in- 
cludes greater New York and eastern 
states and adjacent territory. 


March 2? 1943 
—— 
The Advertising Market Pl 
The rates for this department are as follows: “Help Wanted” 
“Positions Wanted,” ‘Representatives Wanted,” and “Represents. 
tives Available,” 30 cents a line, minimum charge $1. Terms cas) 
with order. All other classifications (single insertion rates): % jr 
$2.75; 1 to 3 in., $4.75 per inch. 
ee 
__ PHOTOGRAPHY __ HELP WANTED 
PHOTOGRAPHIC ASSIGNMENTS WANTED two competent advertinix 
brilliantly executed anywhere in the|men who can write copy, help « aT ng 
U. S. Our net-work of 2,000 photog-| accounts and do creative wo, my: 
raphers is tops. Also stock pictures,| long established and progres; { = 
kodachromes all subjects. Free-Lance| Agency, serving several jnai; nai 
Photographers Guild, Inc., 219 E. 44th| known advertisers. One man houly 
St., New York City. pe Soerveseens with industria) + ony 
— —————————— — | tising. ‘rite fully about you: Fi 
HELP WANTED — | state salary expected to start then 
Box 4010, ADVERTISING AGE. Che, 
ADVERTISING SOLICITOR SALESMEN WANTED 
AAvertenne sateomen now ling 
- : space in Magazines, etc., to colin 
Wanted on long-established publica-| space-distribution contracts on ine 
tion; salary and commission; Midwest-| tising book matches for nationa}), 
ern territory; must have car; state known book match mfr., in spare tim, 
pete : Unusually fine sideline opportynj;, 
age, experience and references. for men contacting national accoun:. 
Box 4020, ADVERTISING AGE, N. Y.|or local accounts advertising on , 
large scale, 15% commission. Writ. 
OS ey | eS ee a Oe mae for details today, and tell us aboy; 
ADVERTISING COPYWRITER yourself. 


Box 3971, ADVERTISING AGE, Che, 
______ POSITIONS WANTED 
RADIO DIRECTOR AVAILABLE 
Qualified Promotion - Merchandising 
Man’ with broad experienced back. 
ground in Radio and Advertising pro. 
cedure will help some station o, 


agency reach the black side of the 
ledger and stay up there. Has created 
and sold ideas that “clicked.” Noy 


available to progressive organization 
where ideas, talent and unique sales 
ability are appreciated. Draft exemp: 
married, Christian. Basis — salary. 
bonus. -s 
Box 4013, ADVERTISING AGE, N. 
Industrial Publisher's Man Available 
This man’s 20 year record in Indus- 
trial Publishing field will bear closes: 
scrutiny. A seasoned space salesman, 
he has outgrown his present job and 


f 


seeks broader opportunity for his ta}- 
ents, Experience includes persona! 
selling, sales promotion, sales direc- 
tion, plus 5 years all-’round agency 
work. A prolific and forceful lette; 
writer. Excellent personal sales rec- 
ord. Has contributed many business- 


building ideas to present organization 
To a publication strategically posi- 
tioned for post-war progress, this man 
has a lot to offer. Ohio and adjacent 
territory preferred, but willing to go 
anywhere for right opportunity. Age 
43; married; 2 children, healthy; so- 
ber; first class references, 

Box 4018, ADVERTISING AGE, Che: 
SALES LETTERS 
Rewriting; field and library research 
Chicago adv., editorial representatio: 
Box 4021, ADVERTISING AGE, Chgo 


REPRESENTATIVE WANTED 
Salesmen—here is a new line of low 
cost paper novelties that are bought 
on sight. If you are now calling on 
the novelty trade, stationery outlets 
or Army Post Exchanges, write fo: 
details and prices. 

Carnoel Co., 154 E. 


Erie, Chicago 


West Coast Trade paper. Territory 


The man, who must measure up to 
the opportunity offered by this 
will be chosen immediately from 
among those who will write giving 
age, education, experience and income 
range. 

Those in our organization know of 
this announcement. All letters re- 
ceived will be considered confidential. 
Box 3984, ADVERTISING AGE, Chego. 

COPYWRITER 
For Essential Industry 

Are you looking for a spot where you 
can contribute to the War Effort and 
still work full time at the job you 
know best? This leading manufac- 
turer supplies Industrial and Business 
Control Systems vitally needed today. 
| You'll be writing direct mail cam- 
paigns, literature, information service 
publications. Your copy will be read 
by top business executives. Govern- 
ment and Military officials. You'll have 
a good job now and bright post war 
prospects... If you can take hold 
| quickly and follow through on your 
|} own. Good salary. Nice gang to work 
|} with. Plenty of chance to work your 
own way. Send complete details, in- 
|cluding draft status. No samples 
needed yet. Write to “J. L.” he 
| Fees Register Company, Dayton, 
0 


job, | 


involved comprises Illinois, Wiscor 
and Indiana. 
gjox 4012, ADVERTISING AGE, Chgo 


s 


REPRESENTATIVES AVAILABLE 


PUBLISHERS 
Due to a war casualty my associats 
and I, he in Ohio and I in Chicas 


sent in the mid-west. 
acquaintance among advertisers 
agencies, are thoroughly experienc 
space salesmen, and will provide 
gent, effective sales coverage of a! 
mid-western accounts and prospects 
Our Chicago office can serve as 
publisher's own and we will act 
direct salesmen on a commission basis 
Box 4019, ADVERTISING 
Representative for trade 
circulation and advertising. 
perienced individual, 
with trade and 
erences, 

Box 4016, ADVERTISING AGE, | 

ADVERTISING SALES 
REPRESENTATIVE 

Specializing in Food and Drug t 
well known to Agencies, will repre 
sent Newspaper, Magazine or 1 i 
Paper in East. 

Box 4014, ADVERTISING AGE, } 


We have a W 


papers 
Ful 

well acqua 

agencies, 


ex 


Publisher's representative wanted for 


in 


want a desirable publication to repre- 


AGE, Chgo 
on 


Best ret- 


] 


Extend Campaign for 


Denver Laboratories 


| The Diagnostic Laboratories, Den- 
ver, has decided to follow up initial 
advertising in newspapers with roto- 
gravure copy, direct mail and a se- 
ries of broadsides detailing 
medical services. 


paign to 


expanded 


launched, and all 


) —— ee 
with the adver- logical Laboratories in the West.” | — 2 
or rotates? MacGruder & Co., Denver, is the | | 
ment group Oo! | agency. j 
the company. eee HOME every comfort 

The duties of and not a care... 
eas) «tha neo’ cradle Issue New Rate Card | 
manager will| The Daily Press, Inc., Newport HOTEL INcOLn 


/}on Sundays. 
| tive May 1. 


its 


The copy ties in with the cam- 
improve national health 
during the war emergency. Facili- 
ties of the laboratories have been) 
since the drive was) 
advertisements | 
remind readers that they can obtain | 
service at the “Leading Endocrino- | 


News, Va., publisher of the Daily 
of all Lever radio activities, with | Press and Times-Herald, has issued 
special reference to time buying and |@ new rate card, increasing the na- | 
| tional advertising to 13 cents per | 
“agate line weekdays and 10 cents 
The new rate is effec- 


‘Weil Joins Army 


Richard Weil Jr., president o! 


|Bamberger & Co., Newark, has been 


granted an indefinite leave of 
sence to accept a captaincy i! 
U. S. Army, Office of Strategic S: 
ices. John C. Williams, vice-} 


dent and secretary, has been nemec 


acting president during Capt. W 
absence. 


A 
MARIA KRAME® 
HOTEL 


" 44th to 45th Street at Sth Ave. 


1400 Pinte bah & Rede noe 


John L. Horgan, Gen. Mgr. C1 6-4500 | 
Special Rates to Men in the Armed Forces 


| 


| 


| 


GIBBONS KNO 
J. J. GIBB 


WINNIPEG 


ADVERTISING 


TORONTO MONTREAL 


GAY STREET 


WS CANADA 
ONS LTD. 


TORONTO 
CALGARY 


MERCHANDISING 


REGINA EDMONTON, vancouver 
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News Programs on 
Nine NBC Outlets 


Sweets Company Takes 
Blue Network for 
First Radio Show 


Chicago, March 17.—The largest 
single spot sales order ever signed 
py the NBC Central Division 
was announced this week, a 52- 
week contract with nine NBC sta- 
tions for Grove Laboratories, St. 
Louis. The contract involves more 
than a quarter of a million dollars 
in news, news commentary and 
sports programs, according to Oliver 
Morton, manager of the division’s 
local and spot sales department. 

The order, effective March 29, 
calls for seven 15-minute news pro- 
grams weekly on WMAQ, Chicago; 
three 15-minute news programs 
over WEAF, New York; five 10- 
minute news programs over KYW, 
Philadelphia; five 8-minute pro- 
grams over WBZ, Boston; three 
10-minute commentaries over WGY, 
Schenectady; a 15-minute news 
program over KPO, San Francisco; 
five 10-minute sports programs over 
WTAM, Cleveland; five 5-minute 
news programs over WRC, Wash- 
ington, and two 15-minute news 
programs over KDKA, Pittsburgh. 
Products to be featured are Grove’s 
cold tablets and vitamin products. 
Russel M. Seeds Company is the 


agency. 
Tootsie Rolls Goes Blue 


The Sweets Company of America, 
Hoboken, N. J., inaugurated its first 
radio campaign for Tootsie Rolls 
when it took to the air March 15 
as sponsor of “Dick Tracy” on 31 
stations of the Blue Network. The 
program is heard Mondays, Wednes- 
days and Fridays from 5:15 to 5:30 
p.m, EWT. Duane Jones Company 
is the agency. 


Swansdown on Blue 


Igleheart Bros., Evansville, Ind., 
the Swansdown Flour division of 
General Foods Corporation, began 
sponsorship of the “Mystery Chef” 
on three stations of the Blue Net- 
work March 15. The program is 
heard Monday through Friday from 


2:15 to 2:30 p. m., EWT. The 
Swansdown account was placed 
direct. 


Parker Pen Renews 


The Parker Pen Company has 
renewed “Eric Sevareid and the 
News” over the full CBS network 
for Quink. The program is aired 
Saturdays and Sundays from 8:55 
to9p.m., EWT. J. Walter Thomp- 
son handles the account. 


‘Gang Busters’ Renewed 


Dr. Earle S. Sloan, Inc., has re- 
newed “Gang Busters” over 97 


Leading Agencies Rely on 
Faithorn 3-in-1 Service! 


We would like to show you 
samples of work that we 
are regularly producing for 
leading advertising agen- 
cies through our COMPLETE 
SERVICE METHOD of opera- 
tion. Ad-setting, Engraving 
and Printing—all under 
ONE roof. Phone or write to 


The Faithorn Corporation 
504 Sherman St., Chicago 
Phone WABash 7820 


Employees of The Faithorn Corporation 
subscribed 100% for Defense Bonds * 


stations of the Blue Network for 52 
weeks, beginning April 16. The 
program is heard in behalf of 
Sloan’s liniment on Friday from 
9 to 9:30 p. m., EWT. Warwick & 
Legler is the agency. 


Anacin Renews Hughes 


Anacin has renewed commentator 
John B. Hughes for 52 weeks, effec- 
tive March 24, over 70 coast-to- 
coast Mutual stations. Originating 
from Hollywood, Hughes is heard 
Wednesdays and Saturdays from 
10 to 10:15 p. m., EWT. Black- 
ett-Sample-Hummert, New York, 
handles the account. 


Kemper Signs Close 


Kemper Insurance, Chicago, will 
sponsor Upton Close, news analyst, 
over 56 Mutual stations, effective 
March 20. The series will be broad- 
cast Saturdays at 8:30 p. m., EWT. 
The show is in addition to his regu- 
lar Sunday afternoon broadcast for 
Lumbermens Mutual Casualty Com- 
pany, a division of Kemper, which 
started last November. Leo Burnett 
Company is the agency. 
Eversharp Renews 

Eversharp, Inc., has renewed 

“Take It or Leave It” with Phil 


Baker, effective March 21. The 
program is heard Sundays from 10 


ADVERTISING AGE 


*Canadian Home Journal ; 
t'*Canadian Homes & Gardens 
*Chatelaine 
2* Liberty 
*Maclean's 
*Mayfair 


*National Home Monthly .............+.- 
CR WO | oc Wie 60. 4e0e Casdetesecssecs 
Total Group 
Display, including poultry and 
2Canadian Countryman 
*Country Guide, The 
2*Family Herald & Weekly Star: 
Eastern Edition 
Western Edition ... 


2Farm and Ranch Review .........6+.+5555 
Magazine........ 


2Farmer’s Advocate & Home 

*Farmer's Magazine 

2*Free Press Prairie Farmer........... 

S°Western Producer ......ccccecessees 

Total Group 

*Figures furnished by publisher. 
tFigures not included in total. 
IMarch-April issue combined for 1943. 
2February linage figures. 


Liquor Ads Banned; 
Change Canadian 


Linage Picture 


New York, March 16.—As a di- 
rect result of the Canadian govern- 
ment’s ban on all liquor, wine and 
beer advertising for the duration, 


MARCH LINAGE FOR CANADIAN MAGAZINES 


| 


18,2 12,766 22 
24.1 17,319 22.3 


oe ) 
10,07 
32.8 16,001 
2 36,592 
20,854 


216.7 193,721 227.9 202,203 


month in 1942. 
decreased 4.2%. 

According to an ADVERTISING AGE 
compilation based on figures of Pub- 
lishers’ Information Bureau, maga- 
zine linage for March issues totaled 
134,186 compared with 158,180 lines 
a year ago. Farm papers for March, 
1943, carried 193,721 lines against 
202,203 in 1942. 

Indicative of this loss of revenue 
are figures furnished by New World. 


Farm paper linage 


the magazine carried 10,358 lines. 
The actual loss of linage due to 


oes tae basew Lines | NeW regulations concerning liquor, 
33.6 29 874 41.7 28,342 | beer and wine advertising totaled 
garde 23.9 16.040 | 10,130 lines. This was partially off- 
3 are es epee set by a gain in general advertising 
ee ° 11032 42.8 24079 | Of 1,938 lines, New World reporting 
36.1 24,282 42.9 28.851| that in this category the magazine 
20.6 14,004 23.7 git} broke all records for any March in 

—_ wea a ee’ | its history. 

icc. oe 134,186 242.5 158,180 | 
livestock in Canadian Farm Papers 


3.077 Join Griswold-Eshleman 


16,043 | 


John C. Dunn and Allan D. 


34,242 | Converse Jr. have joined the staff 
‘321 of Griswold- Eshleman Company, 
19.169 | Cleveland. Mr. Dunn was formerly 


sales promotion manager of Pure Oil 
Company, Chicago, and Mr. Con- 
verse was formerly with R. R. Don- 
nelley & Sons Company, Chicago. 


kkaewkekkeekwek 


* — Read by almost 
every member of 


Congress... 


(but Washington influence 
begins at home) 


+ + + 
+ + % % HF 


CHOOSE THE 
LEADER IN 
THE BUSINESS 


BY HIS DEEDS... 
MEASURE YOURS 


to 10:30 p. m., EWT, over the full | Canadian magazine linage registered In March, 1942, this magazine| FIELD... 
CBS network. Biow Company is|a decrease of 15.2% for March,| carried 18,550 lines. In March, 
the agency. 1943, compared with the same! 1943, with liquor advertising banned, 
o . 


x is not pleasant to have your peaceful life upset by wartime needs and 
restrictions and activities. ...It is not pleasant to die, either....Between you who live at 
home and the men who die at the front there is a direct connection. ...By your actions, 
definitely, a certain number of these men will die or they will come through alive. 
If you do everything you can to hasten victory and do every bit of it as fast as you 
can...then, sure as fate you will save the lives of some men who will otherwise die because 
you let the war last too long.... Think it over. Till the war is won you cannot, 
in fairness to them, complain or waste or shirk. Instead, you will apply every last ounce of 


your effort to getting this thing done....In the name of God and your fellow man, that is your job. 


The civilian war organization needs your help. The Government 


has formed Citizens Service Corps as part of local Defense Councils. 


If such a group is at work in your community, cooperate with 


it to the limit of your ability. If none exists, help to organize one. 


A free booklet telling you what to do and how to do it will be 


sent to you at no charge if you will write to this magazine. 


This is your war. Help win it. Choose what you will do — now! 


EVERY CIVILIAN A FIGHTER 


CONTRIBUTED BY THE MAGAZINE PUBLISHERS OF AMERICA 
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ADVERTISING AGE 


March 22. 1943 


Informative Tags 
Gain Momentum in 
Public Interest 


(Continued from Page 1) 


mizing defects and stressing assets 
of face and figure. 

The “half-pint,” “egg,” “bean- 
pole,” “roly-poly,” “pouter-pigeon,” 
and “hippy” types are all cartooned 
next to terse, practical commen- 
taries. 

Under the heading, “How to 
Check Fabric Value,” copy says, 
“Buying a fabric is something like 
meeting a new girl at school. She 
may be very pretty ... you may 
think you’re going to like her a lot. 
But you may be bitterly disap- 
pointed as time goes by. How help- 
ful it would be if each new girl 
wore a tag that told all about her 
disposition and her character. We 
don’t know of any such tags for 


girls. But you can get informative 
labels for fabrics, which tell all you 
want to know about them.” 

A hard-hitting drive on men’s 
shirts, shorts, and pajamas will 
break shortly with half-column ad- 
vertisements in Collier’s, and full 
columns in Esquire, headed, “An- 
other way to tell a good shirt.” The 
same copy trend will be followed, 
the advertisements declaring that 
the Pacific Factag is not only the 
identification of a Pacific fabric, 
but a label which presents utterly 
honest facts about the material. 


LABELS FEATURED 

New York, March 17.—American 
Viscose Corporation has adapted a 
consumer-information slant to its 
advertising, both in retail merchan- 
dising papers and in forthcoming 
women’s consumer magazines. 

Retailers are asked “Can you 
answer these customer - questions 
about washing rayons?” in business 
paper copy placed in Daily News 
Record, Department Store Selling 
and Women’s Wear Daily. Copy 
emphasizes information consumers 
might ask on quality, launderability, 


and cleanability, as well as con- 


servation. Retail clerks are directed 
to look for facts on informative 
labels and to consult their buyers 
when in doubt. 

Parallel copy, urging consumers 
to look for the informative label on 
“Crown Tested” rayon fabrics, and 
suggesting that they query clerks 
for detailed information, will be 
placed in McCall’s Pattern Book 
and Vogue Pattern Book. 

The same theme will be present 
in direct consumer magazine adver- 
tising in Charm, Glamour, and 
Mademoiselle. 

J. M. Mathes, Inc. is the agency. 


Retains Ownership 
Although Edward L. Sedgwick, 
owner of the Peoria, Ill., agency 
which bears his name, has taken a 
leave of absence while devoting 
himself to business interests in Cali- 
fornia, he has not retired from the 
agency field and no change of own- 
ership is involved. W. Harper 
Arbingast, with the agency since 
1930 and Peoria manager since 1939, 
has been promoted to general man- 
ager, in charge of both Peoria and 


Copy Research 


Shows Variation 
in Ad Results 


New York, March 19.—Maximum 
penetration of an advertisement and 
not high readership ratings alone, 
is the aim of McCann-Erickson’s 
“Continuing Study of Reader Inter- 
est in Magazine and Newspaper 
Advertising,” Marion Harper Jr., 
manager of the agency’s copy re- 
search department, said today at a 
meeting of the Life Insurance Ad- 
vertisers Association. 

Although an advertiser pays for 
magazine or newspaper circulation, 
asserted Mr. Harper, what he actu- 
ally gets is circulation of the adver- 
tisement, the number of people 
whose interest and attention his 
advertising has been able to secure. 

Mr. Harper cited the case of one 
insurance advertiser who used a 


Chicago divisions. 


black and white page last year and 


INDUSTRY ANSWERS 


Have YOU Started the Pay- Roll 
Savings Plan in YOUR Company? 


Like a strong, healthy wind, the Pay-Roll Savings 


Plan is sweeping America! 


Already more than 


32,000 firms, large and small, have adopted the Plan, 
with a total of over seventeen million employees— 
and the number is swelling hourly. 


But time is 


short!..More and more billions are 


needed, and needed fast, to help buy the guns, tanks, 
planes, and ships America’s fighting forces must 


have. 


The best and quickest way to raise this money 


is by giving every American wage earner a chance to 


participate in 


Defense Bonds. 


the regular, systematic purchase of 
The Plan provides the one perfect 


means of sluicing a part of ALL America’s income 
into the Defense Bond channel regularly every pay- 
day in an ever-rising flood. 


Do your part by installing the Pay-Roll Savings 


Plan now. 


For truly, in this war, this people’s war, 


VICTORY BEGINS AT THE PAY WINDOW. 


THE CALL! 


32,145 Firms With Over 
17,700,000 Employees 
Have Installed the... 


PAY-ROLL SAVINGS PLAN 


Plan Easy to Install 


Like all efficient systems, the Pay-Roll Savings 
Plan is amazingly easy to install, whether your 
employees number three or ten thousand. 


For full facts and samples of free literature, send 


the coupon below—today! Or wri 


te, Treasury De- 


partment, Section C, 709 Twelfth Street NW., 


Washington, D. C. 
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MAKE EVERY PAY-DAY...BOND DAY! | 


U.S. Defense BONDS * STAMPS 


This space js a contribution to NATIONAL DEFENSE by Advertising Age 
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secured his readers at a relatiy 
cost of $6.90 per thousand. A nother 
in the same publication paid ¢j9 80 
per thousand readers. 
“In the same product field 
the same size of space one advo, 
tiser is penetrating his marke: a; , 
cost 77% higher than anothe;” h 
declared. . 
To prove this condition pre\ajen; 
in other businesses, Mr. Harper to|q 
the story of two war effort adver. 
tisers, one of whom secured 7°, of 
the women on a recent black ang 
white insertion in The Saturday 
Evening Post, the other garnering 
61% in the same magazine using the 
same space. 

The McCann-Erickson study cen. 
ters around the following majy 
points: 

1. Analysis of advertisements 
against a check list of 169 different 
factors. 

2. Processing of over 30,000 aq. 
vertisements in a five-year period to 
determine what factors influence 
reader interest and secure highest 
observation and reading. 

3. Periodic prediction of reader- 
ship ratings before publication as , 
statistical check against research 
findings. 

4. Actual integration of research 
findings on readership data into the 
creative process. 

5. Although sales results are 
subject to many factors, it should 
be remembered advertisements must 
be seen and read to really sell, and 
the function of creative research 
and copy is to first secure reader 
attention, then translate it into a 
“favorably activated personality.” 
Now is no time for insurance 
companies to curtail advertising, 
James E. Rutherford, executive 
vice-president of the National As- 
sociation of Life Underwriters, de- 
clared yesterday at the opening 
session of the conference. 

More than ever before, the 
American people are entitled to 
know the “terrific” job insurance 
agents have on their hands and the 
efforts they expend in serving the 
public, he said. Company adver- 
tising in local newspapers, national 
magazines and by radio and direct 
mail would greatly relieve the strain 
now placed upon these agents, he 
contended. 
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te Pp OT O GR i AT BERLE DEBUT RECIPES KEY NEW ARMOUR SERIES 
10.89 4 / \ 
Using ££ 


take little meat 
— make wonderful meals 


With vo much of America « moat going te ew aomed ferres ond allies, 
folks af heme must get etong on ters But even eth @ smell amount of 
mest, yeu com bring te fhe table @ fragrant, steaming nich treen. full 
favored stew that will mabe your family shove the moat ghadty. 
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BARTON FETED ON WEST COAST 


Veal Stew with Noodles 


ee seen 
4 See aah peek 
3 


nents 


erent Harvey F. Jones, advertising manager of 


Campbell Soup Co., sponsor of Milton 

Berle's Variety Show, seems to be happy 

about the whole thing in this pose with 

the star following the show's premiere on 
CBS March 3. 
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Talking it over at a luncheon given in Los Angeles recently in honor of BBDO's 

president, Bruce Barton, are W. B. Geissinger, vice-president of the agency; Paul 

S. Armstrong, general manager of the California Fruit Growers Exchange, and 
Mr. Barton. 


a. SHELL OIL AIDS BOND DRIVE 


2 ap Mee penagamgame Tt. 
ee 


In its new magazine series, Armour & Co. shows the housewife how to make a 

little meat go a long way, providing recipes for various appetizing dishes. Copy 

is appearing in color pages in national magazines, with |,000-line advertisements 

appearing in The American Weekly and This Week Magazine. Foote, Cone & 
Belding is the agency. 


Absenteeism is the target of this 24x36 
inch color poster, the first of a series 
planned by Zenith Radio Corp. for dis- 
play in its plant. Zenith offers photo- 
graphs of the poster to other manufac- 
turers interested in using the design. 


BIG MOUTH ADOPTED FOR JAR 


SALUTES WAR FATHERS 


HONOR A FIGHTING AMERICAN-/0V2 DA 


FATHER'S DAY 


This direct message will be carried on 100 painted bulletins in Shell Oil Co.'s 
eastern marketing territory and also will be adapted for use on more than 600 
company service station 24-sheet poster panels this summer. 


DISCUSS MACFADDEN—BLUE NET PROGRAM TIE-UP 
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ee 


33 million fathers: Buy 33 million BONDS 


A face lifting job on the Spry shortening jar has resulted in a wider mouth which 
measures fully @ quarter more across. It is equipped with a processed paper 
cap fitted with a pliofilm safety seal to bar air and moisture. 


The 1943 Father's Day poster salutes all 
fathers—civilians and uniformed men 
alike—who are engaged in helping to 
win the war. It backs the Treasury-ap- 


Participating in a publisher-radio discussion of the Blue Network's program, ‘My 
True Story’, a complete daily story using material from True Story and other 
Macfadden magazines, are, left to right: Phillips Carlin, vice-president in charge 


of programs of the Blue net; O. J. Elder, president, and Carroll Rheinstrom, exec- 
utive vice-president of Macfadden Publications; Mark Woods, president of the 
Blue; and A. O. Shapiro, Macfadden circulation director. 


proved Father War Bond Drive, May 20- 
June 20, directed at the country's 33 
million fathers. 


APPEAL TO WORKERS IN NON-ESSENTIAL INDUSTRIES 


PEE a> 


SKF Industries, Philadelphia, manufacturer of ball and roller bearings, is cooperating with the War Manpower Commission's 
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BOOST HEALTH FOR VICTORY CLUBS 
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Planning future activities of Health for Victory clubs in Springfield, O., where |3 
war plants use the Westinghouse nutrition program, are left to right: Roger H. 


20. Bolin, manager of advertising and promotion, Westinghouse Electric Appliance 
a — to draw more men and women workers from non-essential occupations into war work, through 24-sheet posters showing division; J. E. Hugo, central district manager of the division; Harris Miller, man- 
*ppy workers at SKF, and emphasizing that ‘SKF is a good place to work’ and ‘SKF is @ good safe place to work.’ Geare- ager, and Fred Sturm, merchandise manager, Ohio Edison Co.; and J. K. B. Hare, 


Marston, Philadelphia, is the agency. central district manager, Westinghouse Electric & Mfg. Co. 
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: ing the news. 
a. A newspaper’s job no longer ends with reporting 
—s a Pa ’ aper 
By the very nature of its public position today’s newspaP 
. vices 
an aid does—render vitally important salina 
S —_ 
ee to its readers and government. 
rt 
Here are two new ways of furthering the war effo 
ere 
; The 
developed and promoted by the Los Angeles Times 
r inter- 
- plans are offered without cost to any newspape 
, : ice. 
ested in augmenting its wartime public servic 
E WAR WORKERS! 
GOLF TOURNAMEN 
The Object: To provide needed rec- 
reation for workers . . . to help 
The Object: To cooperate with the promote the health and morale so 
| Department of Agriculture in solving essential to attaining top production. 
is America’s vital food problems . . . to - 
encourage readers—help and teach them how—to The Plan: The TIMES invited workers of every 
raise their own produce. _ Southern California war industry to participate in 
an open tournament. $2.00 entry fee covered all 
The Plan: The TIMES created a Victory Garden wr ; 
, costs. Nine handicap divisions were set up, and 
Club—membership free to all who pledged them- ; ie 
ah. : : : rules arranged so that golfers in each division com- 
ee selves to raise needed vegetables. Members received 
ge : peted for equal prizes. More than $2000 in War 
such helps as a monthly newspaper of gardening 
. information ... application for reduced water rates, Bonds were awarded. 


special seed bargains, expert group instruction. And 
prizes of War Bonds, merchandise and trophies. 


Result: 628 WAR WORKERS TEED OFF FROM 
NINE COURSES IN ONE DAY. THE LARGEST 


Result: OVER 15,000 INDIVIDUAL MEMBERS TOURNAMENT EVER HELD IN THE WEST. And 
PLUS HUNDREDS OF GROUP MEMBERSHIPS IN the Salvation Army received all proceeds raised 
28 DAYS—500 a day still coming in! through public admission charges. 


% Southern California readers and advertisers know 
The Times as “Everybody’s Newspaper” . . . an 
opinion conclusively confirmed by the enthusi- 
astic public response to these wartime services. 


*% Complete details on these worth-while, war- 


. time services may be obtained trom— PROMOTION DEPARTMENT 


LOS ANGELES TIMES 
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